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With 4,000 drug stores selling Mc- | 


Kesson & Robbins hosiery, and | 
links champions using drug store | 
golf balls, about the only specialist) 
who is still holding out against the | 
current trend is your favorite ton- 


| 

| 

sorial artist. | 

v v v | 

The soldier boy who may forget 

the girl he left behind him can be 

successfully reminded through a | 

frst-class fountain pen, the adver- | 

tisers insist. That is, provided he) 

isn’t exposed too frequently to those | 
glamorous Southern belles. 


| 
| 


v v v 

The drive to equip lonesome sol- | 

diers with fountain pens recalls the 

classic advice of Luke McLuke: 

Do right, and fear no man; don’t 
write, and fear no woman. 


= = © 


Mother’s Day will be a_ great! 
event for those who used to think | 
the hand that rocked the cradle 
ruled the world, and also for flor- 
ists, confectioners and_ telegraph 
companies, 


x — © 


Father is so excited over all the) 
big preparations being made to cel- 
ebrate his day, with leading adver- 
tisers taking a major part in these 
unselfish arrangements, that he can 
hardly wait until he gets the bills. 


oS 


Back in the good old days before 
radio .comics, a gag used to be 
something used to stop talk, but 
now it’s become Bob Hope’s sole 
excuse for continuing it. 


, =. 


The season for beauty queen com- | 
petitions is again under way, much 
to the delight of newsreel camera 
men, press agents and the editors of | 
roto sections. 

very | 


“How old should they be before| 
they take the car?” asks Lumber- 
men’s Mutual. Well, don’t be an 
old fogy, but at least make sure} 


their feet can touch the pedals. 


| 


- = 


After Junior completes his suc- 
essful sales talk re the family car, 
the main problem thereafter is to 
persuade him to let the old folks 
drive to the movies once in a while. 


, 3 


| potent 


_The suspension of the venerable | 
Boston Transcript, which began 
ublishing in 1830, suggests that 
fter all the first hundred years are 
t necessarily the hardest 


= = 


That magazine ad 
inalienable rights” 
€ Declaration of 
iggest 
T 


sai 


referring to} 
proclaimed by | 
Independence 
ed the copy writer was tak- 
berty with the text, but no, 
‘turns out that T. Jefferson wrote 
‘that way. 

v v ’ 
A Detroit brewery is 


my 


4S On which 


supplying 
you may do your 


PENNY PREMIUM 


_ LOOK WHAT YOUR ance HAS 7 we 


General Mills offers a marmalade jar for 
one cent with the purchase of two pack- 


ages of Kix. Copy plays up the “de- 
lightful new flavor" of Kix, as well as the 
fact that the premium was enthusiasti- 
cally received in advance tests. (For 
news of this and other tests see Page 42.) 


Premiums Flaunt 
Martial Spirit 
at Annual Exhibit 


$400,000,000 


fidence 


By FRANK HICKS 


Chicago, May 1. 
shock troops of so many 
sales campaigns, are 
their eleventh annual mobilization 
here this week at the 
Premium Buyers’ 
| the auspices of the Premium Adver- 
tising Association of America. And 
| those looking for 
| growing martial spirit in a rearm- 
ing nation do not have far to go 
| to find their reflection in premiums 
' flaunting the patriotic motif. 

One thing is quite evident, 
that is that the defense 
has enhanced rather than retarded 
the booming vigor of an industry 
which has become one of the more 
sinews of the 
ing business. M. H. Richards, pre- 
mium buyer for Colgate-Palmolive- 
Peet Company and vice-president 
of the Premium Advertising As- 
sociation, probably echoed the feel- 
ings and beliefs of practically the 
entire industry when he observed 
at the Premium Industry Club 
luncheon that “there will be no 
lessening of premium 


Premiums, 
modern 


and 


program 


part of the promotional activities 

of too many concerns all the way 

up from the little fellows to the 
(Continued on Page 45) 


DIRECTORY OF FEATURES 


Industry 
Faces Future with Con- 


the 
concluding 


National | 
Exposition under 


evidence of a}! 


merchandis- | 


use It is | 
too firmly entrenched as an integral | 


| 
| 


Spokesmen’s Claims 


| 
| InvestigationRejects 
| 


ASCAP and Mutual 
Charge Advertising Not Come to Terms: 
Stations to Vote 


Informative 


Hot Springs, Va., May 2.—Re- 


| search findings which, to a large de- 


gree, refute the contention of con-| " 

sumer _ spokes- Alternative Blanket or 
men that adver- 

en ak te Per Program Plans Made 


formative, will Available 
be issued shortly 


by the Commit- 


| posals under 


Four A’s Research ~Study Broadcast Tax and 
fo Refute Consumer Ond Class Rate Increase 


Tremendous Merchan- 
dising Implications in 
New Tax Plans 


Washington, D. C., May 1.— 
Raising second class postage rates 


; so that they will be on a paying basis 


and levying special taxes on broad- 
casting stations are among the pro- 
consideration here in 


connection with the precedent-shat- 


New York, May 1.—After an/| 
tee on Consumer absence of four months from most | 
Relations in Ad- of the nation’s air-waves the return 
| ae hair of ASCAP music appeared immi- | 


nent today, as the 


aw <« » 9 
today at the 24th agreement reached by the 


board of 


i é ‘onven- 
op r tne pat directors of Mutual Broadcasting 
on o e Amer- ‘ : 
— System and representatives of the 
com = Asencmen Americ an Society of Composer 
° f % N LY sers 
of Advertising Guy C. Smith : 4 pi , 
4 S Authors and Publishers. The pro- 


Agencies. 
The highlights of the investigation 
were mentioned during the course 


formulas for 
of which have 


two 
both 


posal involves 
compensation, 


of an address prepared by Allen L. been dispatched to the 175 MBS| 
Billingsley president Fuller & member and affiliated stations. A | 
Smith & ‘Ross, but delivered in his majority vote of acceptance is re- 
labsence by William Reydell, vice- quired for the reinstatement of 


| president of Newell-Emmett Com- ASCAP a5 a ge in 
/pany. A substantial portion of to-| In addition to the anticipated | 
day’s guest program was devoted to | settlement of the music war insofar | 


analysis of the consumer move- Se the Mutual network is ros etc 
ment, with the consumer viewpoint|™€ Opinion’ was expt = ere 
| presented by Mrs. Harriet R. Howe, today that individual agreements | 


result of an} 


tering plan to raise $3,600,000,000 of 
new revenue to finance the defense 
program. 

Increasing mailing costs for news- 
papers and magazines and taxing 
broadcasters are both advocated by 
the joint congressional committee on 
taxation. The committee’s  pro- 
posals are being considered by the 
house ways and means committee, 
along with recommendations by the 
Treasury Department which do not 
include raising postage rates or 
singling out radio for taxation. 

Colin F. Stam, chief of staff of 
the joint committee, suggested rais- 
ing second class mail rates an un- 
specified amount. He estimated that 
government income would be raised 
$78,000,000 annually, even though 
county free delivery be continued 
on the present basis. This $78,000,- 
000 would come out of the pocket of 

| the nation’s publishers to a large 
degree, since they are the chief 
beneficiaries of second class mailing 
privileges. 


No Opposition Expressed 


Both the change in postal rates 


: > } 2 ‘the , Stations | 
American Home Economics As- will be forthcoming from Sta 
fos and Dr. Jessie V. Coles,, WOR, New York; WGN, Chicago; | 
New York University. KHJ, Los Angeles; the entire Don 

Mr. Billingsley dwelt on the fact Lee Network of California; WIP, 


Philadelphia; WHK-WCLE, Cleve- 
land; WGR, Buffalo; WCAE, Pitts- 


|} that consumers have been inclined 
to criticize advertising copy because 


the type of informative data de- burgh: and WFBR, Baltimore. 
manded may not appear in media Runs to 1950 

most often surveyed. For example, aii sails 
he pointed out, while specification Perhaps the most noteworthy 


|aspect of the proposed agreement is 


and performance data are not gen- | ‘ 
. its length of life, running to Jan. 1, 


erally furnished in magazine copy, 


the information may be found in| 1950, thus representing the longest 
other advertising - informative Contract in radio copyright history. 
booklets, labels, sales manuals for | TWO Payment plans are suggested 


-one on a “blanket license” basis, 
and the other on a “per program” 
basis. The former is preferred by 


clerks, etc. 


Forget Other Sectors 


“Is it proper that consumers| the MBS board for network pro- 
should limit their attention to na-| grams, primarily because of book- 
tional advertising and base their| keeping § simplicity. Both plans, 


submitted to 
them a free 
43) 


conclusions about lack of informa- 
tiveness on limited observations of 
(Continued on Page 41) 


however, have been 
stations, permitting 
(Continued on Page 


Last Minute News Flashes 


Split in Mutual Ranks Over ASCAP Deal 


New York, May 2.—A split in the Mutual Broadcasting System's 
ranks developed today in the wake of the ASCAP-Mutual agreement 
when John Shepard III, vice-president, Yankee and Colonial Networks, 
and Hulbert Taft, Jr., Station WARC, Cincinnati, sent a wire to all 


Mutual affiliated stations advising them not to be 
withhold their decision until after the NAB convention. They contend 
that “in most cases the present offer through Mutual affords you no 
saving” and that the per-program deal “does not comply with the 
consent decree.” 


“stampeded” and to 


Esquire Executives Indicted by U. S. 

Chicago, May 2.—David A. Smart, 
Alfred Smart, Alfred R. Pastel, 
including six stockbrokers, were 


publisher of Esquire, his brother, 
advertising manager, and eight others, 
indicted here today by a federal grand 


"ibb] ig at lunch. This is going Ad-libbing 12 Jury on charges of conspiring to violate the Securities and Exchange 
please the restaurant men, but it Besic Business ladez 44 Act by manipulation of stock of the Esquire-Coronet Company. The 
‘Y Interfere with the education of | Business Digest 3g company stated the charges relate to a claimed technical violation 
Wailresses. Canadian Magazine Linage 22 | of the act. 
eve | Editorials 12 
* Getting Personal 30 ; m= ; 
9 Roberts Veterinary Company|ttsetben te Adnsthes, i) Field Heads Campbell Ewald Chicago Branch 
rts it is still getting orders from | Obituaries g| Chicago, May 2.—R. F. Field, vice-president of Campbell-Ewald Com- 
ertising mailed out in 1906. Are Photographic Review 47 pany, has been named manager of the agency’s Chicago branch. A native 
*. 0’ War and his friends just | Rough Proofs ; Chicagoan and a son of the late Eugene Field, the new Chicago manager 
‘ling up on their reading? Test Compeigns 42 joined Campbell-Ewald 15 years ago. 
Copy CUB. | Voice of the Advertiser 16 York for several years. 
a os ale a Se 4 ie  - eee 
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and the tax on radio outlets were 
favored by Rep. Harry Sauthoff, 
Wisconsin Progressive, who testified 
| before the ways and means commit- 
| tee yesterday. He urged that broad- 
| casting taxes “be substantial.” 


Following Rep. Sauthoff’s testi- 
|} mony, Rep. Robert L. Doughton, 
| North Carolina Democrat and ways 
and means chairman, announced 


| that the joint committee is consider- 
ing possible taxation of radio sta- 
tions. This source of revenue was 
not mentioned among the original 
suggestions by the joint committee, 
of which Rep. Doughton is vice- 
| chairman. 
Thus far, the postage and radio 
suggestions have gone unopposed. 
However, committee hearings on 
new tax proposals are slated to con- 
tinue for at least a fortnight longer, 
and it is presumed that publishing 
and radio interests will request the 
opportunity of testifying in opposi- 
tion. 
Special such foodstuffs 
as coffee, sugar, tea and cocoa, 
which were recommended by the 
joint committee, are vigorously op- 
pused by the Treasury. The gen- 
eral sentiment in Congress is also 
reported to be against such levies. 
Among other excise levies sug- 
gested by the joint committee but 
not by the Treasury are a 1 per cent 
tax on new insurance premiums, 
one cent on each electric light bulb, 
5 per cent on movie film leases, two 
cents per gallon motor fuel oil, 5 
per cent on sale or lease of coin 
machines, and a usage ta: of $5 on 
automobiles, yachts and airplanes. 


taxes on 


Serious Merchandising Effects 


The Treasury proposals call for 
steep individual and corporate sur- 
taxes, estate and gift levies, as well 
as new excise and excess profit 
taxes. The original suggestion for 
a 5 per cent passenger transporta- 
tion tax has now been amended to 


He has been stationed in New| exempt fares of 35 cents or less. 


The merchandising effect of the 
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ADVERTISING AGE 


Maw 5. 194 


tax program, whatever specific form 
it may take after weeks of public 
hearings and further discussion in 
both houses of Congress, is certain 
to be vast. The Treasury plan to 
double the present tax on manufac- 
tured tobacco products, for exam- 
ple, “might destroy the industry,” 
one witness testified this week. 
One of the major effects upon the 
world of distribution is due to be 
felt in the so-called luxury indus- 
tries. The present plan is to tax 
10 per cent such products as refrig- 
erators, radios, musical instruments, 
luggage, jewelry and furs. Consider- 
able sales resistance is expected to 
develop as a result, although a 
“beat-the-tax” buying wave may 


“Make a 
Vichigan is 
910.” 


that WEDF Flint 
1000 


note 


now watts on 


develop before these levies go into 
effect. Some authorities contend 
that no such buying spree may be 
expected, and claim instead that 


| people will begin to retrench before 


| 
| 


| 
| 


a tax law is passed in order to be 
able to meet higher income tax pay- 
ments next year. Those with fixed 
incomes, and those in the $4,000- 
$10,000 a year income bracket, 
whose purse will be hit the hardest, 
may defer purchases until abso- 
lutely necessary. 

One probable merchandising trend 
in the offing appears to be increased 
volume in medium and _ popular 
priced merchandise. Installment 
selling is also due for changes, par- 
ticularly in regard to length of time 
for payment and amount of down 
payment. 

Makers of such standard-priced 
products as candy, gum and soft 
drinks, also may feel severe reper- 
cussions. The possibility of having | 
to persuade their customers to pay 
six cents for items customarily} 
offered at a nickel has threatening 
implications to those in these fields. 


CONGRESSIONAL RADIO 
INVESTIGATION DEMANDED 


Washington, D. C., May 1.—Con-| 
gressional investigation of  radio| 
broadcasting and its regulation by 
the Federal Communications Com- 
mission—oft proposed in recent! 


| 
| 


| When final monopoly action would 


years and _ considered inevitable 
eventually by many radio men—has 
been urged in Congress once again. 

The suggestion was made on the 
floor of the House yesterday by Rep. 
Richard B. Wigglesworth, Massa- 
chusetts Republican, who has made 
a similar plea on several occasions 
in recent years. He referred to the 
FCC subcommittee which spent 
nearly two years before submitting 
its report last June as having made 
a “monotony” investigation, and 
asked the reason “for this intermin- 
able delay” on the part of the full| 
Commission in releasing its final re- | 
port on the monopoly investigation. | 


Quotes Fly Testimony 


He quoted the testimony of Chair- 
man James L. Fly made last Janu- 
ary at the time when the FCC 
appropriation was under considera- 
tion. At the time, Chairman Fly 
said the Commission was “ready for 
the definitive action” and_ that 
“within the coming month would be 
a safe answer” to the question of 


be taken. 

While there was no official reac- | 
tion from FCC to the most recent} 
Wigglesworth demands, it was 
learned that deliberations on the! 
monopoly question are almost com- 
pleted and that issuance of a report | 


se. 


they're spending it! 


Troy merchants of local business 


Here’s one big reason for such 
phenomenal sales activity: the lat- 
est report of the State Labor De- 
partment shows that the tri-city 


area scored the highest employ- 


State's seven industrial districts. 


Troy’s A.B.C. City Zone work- 


ers have money to spend 


conditions. And the Chamber of 
Commerce retail index bears them gaining new 
out. 


increasing their already intensive 


market. 


ment increase of any of New York 


and 


J. A. Viger, Advertising Manager 


Leading 
New York State 


in Lmployment 
Gains / 


The Record Newspapers, the 


coverage of the more than 115,000 
consumers here. 
rate of only 12¢ per line they make 
‘Troy now, more than ever, New 
York State’ 


s lowest cost major 


THE TROY RECORD 
THE TIMES RECORD 


The Record Newspapers 


| 
| 


circulation peaks and 


With their single 


| White, 


| The 


| George 
| opinion were printed in the record. 


| million 
| during the 


| bought at regular price. 
1,000 lines in| 


and possible recommendations for 
legislation are imminent. 


Rep. Wigglesworth suggested 


| White House wishes may supply the 


explanation for the three-year pe- 
riod which has elapsed since the 
monopoly study was undertaken. 


Rehashes Haggerty Proposal 


Rep. Wigglesworth also advocated 
enactment of a tax on broadcasting 
facilities, echoing a proposal made 
in other quarters here since consid- 
eration of a tax bill began. In that 
connection he introduced a copy of 
a letter by John B. Haggerty, pres- 
ident of International Allied Print- 
ing Trades Association, to M. H. 
managing editor of the 
Republican Herald, Winona, Minn. 
letter reiterated the printers’ 
case for a tax on radio, and an- 
swered the editor’s view that “any 
move to specifically tax one form of 
advertising is unfair and_ short- 
sighted.” Mr. Haggerty replied that 
he has not advocated a tax on ad- 
vertising, but that radio provides 
sponsored entertainment which is 
similar to the theater and should be 
taxed similarly. 

Rep. Wigglesworth also brought 
up the subject of the so-called 
“Texas cases,” in which FCC re- 
versed itself 
tions which had previously had their 
licenses revoked. Both the FCC de- 
cision in that case and Commissioner 
Henry Payne’s dissenting 


Manhattan Soap 
Fires New Salvo 
for Sweetheart 


New York, May 1.—With compe- 
tition between major seap advertis- 
ers constantly growing brisker, 
Manhattan Soap Company today 
fired a resounding salvo by releas- 
ing a smashing newspaper campaign 
that will run in 120 newspapers in 
major markets along the Eastern 
Seaboard for the next nine weeks 


|} and then be extended to other mar- 


kets throughout the country. 

Heralding the enlistment of “five 
new users for Sweetheart 
last two years,” Man- 
hattan offered a cake of soap for a 
penny with every three cakes 
Initial in- 
sertions appeared in 
some papers and 300 lines in others. 
The copy will continue on a weekly 
basis. 

The Sweetheart schedule of 13 
radio stations has been extended to 
25 for the duration of the one-cent 
sale. Most of the programs are of 
15-minute duration, while the re- 
mainder are five-minute features. 

Franklin Bruck Advertising Cor- 
poration directs the account. 


Four A’s Council Elects 


John M. McDonald, treasurer of 
the Buchen Company, Chicago, has 
been elected chairman of the Cen- 
tral Council of the American Asso- 
ciation of Advertising Agencies. 
Members named Arthur R. Mogge, 
president of Arthur R. Mogge, Inc., 
Chicago, as vice-chairman, and R. J. 
Scott of Schwimmer & Scott, Chi- 
cago, as secretary-treasurer. 


| Gill Takes Ad Duties 


city’s sole dailies, are constantly | 


D. G. Gill, newly-appointed mer- 
chandising manager of National 
Refining Company, Cleveland, has 
been placed in charge of advertis- 


and licensed six sta-| 


|Sunday Star Journal. 


cr, 


FRANK APOLOGY _ 


an, 
HE'S IN THE ARMY Now 
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A shortage in an essential war msteria/ 
aluminum, is the basis for thi: Sears, 
Roebuck & Co. copy explaining tha 
buyers of Coldspot refrigerators .'\| get 
only two aluminum ice cube tray: with 
“the others flying to America’s de‘ense” 
Copy appeared only locally, » the 
Rochester Times-Union. Other adver. 
tisers have only hinted at this curren 
headache to manufacturers and retailers. 


Three Minneapolis 
Newspapers in 
Re-alignment 


plete re-alignment of the companies 
publishing all three Minneapolis 


daily newspapers, the Star Journal. 
Morning Tribune and Times-Tnr. 
bune, was announced here today for 
the purpose of insuring their “con- 


tinued existence.” 


The Star Journal, it was ex. 
plained, has obtained a financia 
interest in the Morning Tribune 
and the Times-Tribune, with own- 
ers of the present Tribune acquiring 


an interest in the Star Journal. A 


page one, two-column announce- 
ment of the re-alignment said in 
part that “for many years the Min- 
neapolis newspapers, as a_ whole, 


have been operated at a loss. This 
readjustment has been mode in 
order to insure the continued exist- 
ence of the three dailies.” 
Starting immediately, the MNorn- 


| ing Tribune is to be published from 


the new plant of the Evening and 
The Times- 
Tribune becomes the Times, and 
will be published from its present 
plant. In combination, the Sunday 
Tribune and Sunday Star Journal 
will be published from. the 


Journal plant as the Sunday Tri- 


bune and Star Journal, 

May 11. John Cowles, president of 
the Star Journal, will continue as 
president of the Star Journal and 
Tribune. He, the F. E. Murphy 


estate and Kingsley H. Murphy will 
hold the largest stock interests 

Station WTCN, jointly owned by 
the Tribune Company and the St 
Paul Pioneer Press and Dispatch 
is not involved in the new set-up 
The Star Journal announced a boost 
in the price per copy, effective May 
1, from two to three cents per copy, 
with the enlarged Sunday edition, 
at 10 cents, unchanged. 


Newspaper Campaign for 


Pioneer Ice Cream 

New York, May 2.—Pioneer Ice 
Cream Division of the Borden Com- 
pany will launch promotion for Bor- 
den and Horton ice cream 
newspapers in the New York Vetro- 
politan area next week. 


Reiner Sets Up! Studio 


ing and sales promotion activities. George Reiner has resigned 4 
Mr. Gill, before joining the com-|art director of United Ser Ad- 
pany 14 months ago, was with the | vertising, Newark, to estal hi 
advertising department of Procter|own studio at 972 Broad street, 
|& Gamble Company. Newark. 
— 
MOUNTED 


OR UNMOUNT! 
FOR 

WINDOW DISPL? 
SALES MEETIN 
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ADVERTISING AGE 


TRALAOUR DAMS ARE ALICE! EUS ab = TRA-LAd 


OF PURE RAINWATER 
NOW LAP BEHIND THE 
DAMS OF OUR FIVE 
HUGE “CISTERNS” IN THE 
MOUNTAINS — 
HE IRRIGATION SYSTEM 
WHICH SUPPLIES THE 
SALT RIVER VALLEY 
~ \S WITHOUT DOUBT ONE @ 
OF THE NM\OST COMPLETE hy 
IN “THE WORLD — THIS 4 4 


CONDENSED VIEW SHOWS 
HOW THE SERIES OF DAMS 


= FUNCTIONS ¥ 


IN THE MOUNTAINS 
OF THE WATER- 
» SHED, GAY —> 
> RiNULETS Pour 
‘NTO BROoKS, a 
INTO TORRENTS | / 


WHICH faq 


Ais INTO 
»~ THE VARIOUS RESERVOIRS. 


RANDDADDY oF THE SYSTEM 
is ROOSEVELT DAM —— 

MIGHTIEST MASONRY DAM in THE 

WORLD. IT WAS COMPLETED TWO 

SCORE YEARS AGO, 6m 

m AND NAMED For. Sciam t 

wm. “TEDDY” ae 

DN > THREE oTHeR% SCANNER CAKE 

~~ 


UE A\ LEADING PAST THE LAKES 
AND DAMS, TAPS SOME OF THE 

STATES GRANDEST SCENERY 

IT PASSES AROUND THE NORTHERN TIP 
OF WEIRD oLD SUPERSTITION MOUNTAIN 
= SOMEWHERE AMONG ITS CRAGS 
LIES THE FABULOUS 
“LOST DUTCHMAN 


DAMS 

STORE 

WATERS OF 

THE SALT 

RIVER. 

oven iT 1S 7 

ta RELEASED FROM jin 
ROOSEVELT — HER 

caanare DAM) geal ee # " 

NEWEST IN THE SYSTEM, a EACH DAM HAS (TS 

<. STORES WATERS tC~- 2 POWER. PLANT TO 

. OF THE =. —— ELECTRICITY 


CARL PLEASANT 


DAM (wor SHOWN * 
HERE) WHICH WATERS 


TRIBUTARY Cue APACHE 


TRAIL WINDS 
THROUGH BEAUTIFUL 
SECTIONS OF THE 


DESERT Wow ~ 
Bioom) 


ees dl 


ZO ver & VALLEY 
“FARMER WANTS"RAIN” HE 
“a JUST TURNS (T ON — 


1 WAS ONLY 
TRYING To 

SNIFF A CACTUS 
Blossoms 


DIVERSION 
DAM, WHERE 
TIS SHUNTED 

(INTO THE CANALS, } 


ARIZONA NAVY” BoaT 

OLDS FREQUENT OUTBOARD 
CAT RACING MEETS ON 
CANYON LAKE — 


om- ™ BATCHES” of 
“st WATER ARE 
from » SENT DOWN 

and On THE MAIN CANAL, 

mes- FROM WHICH THEY 

and ARE TURNED INTO = 
esent SECONDARY CANALS, 

day “DITCHES” AND FINALLY INTO THE FARMER'S 
rua 

Star S a 

Tri- oo iS LT RIVER VALLEY {5 
ning ty DOTTED witH 

; SUP Pumes waica [ES 


KEEP THE 
GROUND 
FROM CETTING 
WATER-LOGGED. 
THE PUMPED 
WATER 15S 
RETURNED 


Ve 


a USED OVER AGA\ 


PQ nrcn 1s’ DELIWERED” Yf 


TO THE FARMER AT 
A SPECIFIED HOUR. WITH » 


of these favorable 


TIME TABLE PRECISION— 7 curves because fa cilities 
Cove TIME CHOSEN USUALLY ° neg 
a TO BE ONE uy Wm 9 get 
HAT w 
ting As men a in this gold Dn 


SLEEP AS 


SPENT THE 
NIGHT IRRIGATIN' Y'KNOW 
Ne WE MEAN —— 


How IN CASA GRANDE “\ 
VALLEY THERE 15 
REJOICING TOO. 


i eee Se. THREE HUGE Domes OF THE br ee 2 
COOLIDGE DAM HAVE THEIR “EYES” BARELY cae ee 
ABoOvE WATER ~—THE RESERVOIR IS HALF FULL ~ANDIT 


(iS AN ENORMOUS RESERVOIR — Reel ManNin oat 


LES FROM 
ROOSEVELT DAM 
MILE OFF THE MAIN 
ROAD) 1S THE 

TONTO CLIFF DWELLING 
NATIONAL MONUMENT — 


(Deive FIVE MILES EAST FRom 
- THE DAM AND TURN OFF AT THE SIGN) 


940 we 


ann GAZETTE enon seetinogco. = 


Co DICK LEWIS, General Manager 
BOB HALL, National Advertising Manager + Representatives—Williams, Lawrence & Cresmer cnt oy ory sonny 
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May 5, 194) 


Tripp Named Head 
of ANPA Bureau 


of Advertising 
New York, May 1.—Frank E. 
Tripp, general manager, Gannett 


Newspapers, today succeeded Edwin 
S. Friendly, New York Sun, as 
chairman of the committee in 
charge, the Bureau of Advertising 
of the ANPA. William G. Chandler, 
Scripps-Howard Newspapers, was 
named vice-chairman. 

Mr. Friendly held the post for 
nine years, having succeeded W. E. 
Macfarlane, Chicago Tribune, in 


WRVA covers 
RICHMOND — 
AND NORFOLK 


IN VIRGINIA! 


50,000 WATTS 


DAY AND MIGHT 
COLUMBIA AND MUTUAL NETWORKS 


. 
fi ee 


[uae papers and direct mail. Philips | 


1932. Under his chairmanship, the 
Bureau marked its greatest growth. 
When he took office the member- 
ship was 405, while today it stands 
at 608. The Bureau employed 18 
people in 1932; today its staff num- 
bers 42. Mr. Friendly will continue 
as a member of the committee. 
It was also announced today that | 
the membership of the committee | 
will be expanded by the addition | 
of two officers of the Newspaper 
Advertising Executives Association. 
One of these will be C. E. Phillips, 
Rockford Morning Star & Register- 
Republic, newly re-elected NAEA 
president. The other member will 
be designated by the association. 


Flack to Talk 

Gene Flack, trade relations coun- 
sel of Loose-Wiles Biscuit Com- | 
pany, New York, and vice-president | 
|of the Sales Executives Club of 
New York, will be the principal | 
| speaker at the May 8 meeting of the 
Chicago Federated Advertising 
Club. 


| 

Names Remsen Agency | 
The Naugatuck Steel Die Cut | 
Company, Naugatuck, Conn., has | 
appointed Remsen Advertising | 
Agency, New Haven, to handle its 
advertising through a list of busi- | 


W. Upham is account executive. 


MUCH LOVE 


This design for butter rum Life Savers, 
produced by Forbes Lithograph Com- 
pany, with its accent on love, is being 
used for car cards, store cards, and in- 
side store danglers of a special type. 


Utility Shifts Officers 


Edison W. Washabaugh, formerly 


| assistant secretary, has been elected | 
| secretary of the Philadelphia Com- 


pany, Pittsburgh, and its affiliate, 
Duquesne Light Company. He suc- 
ceeds Winfield B. Carson, retired. 
Robert D. McKinnis has_ been 
named to succeed Mr. Washabaugh 
and Charles H. Rickert has been 
elected assistant treasurer of the 
companies. 


(SR me AR REN eet em ee eee te 


IS 


." 


spreads it on THICK 


That’s what The New York Times Magazine 


does for magazine schedules 


erage on thick where sales are thickest—in big- 


gest-buying New York (where general magazine 


circulations run thin) and in 


kets all over the country. 


Over 800,000 circulation among substantial, 
brand-buying families—concentration in New 
York and key city markets all over the country— 
power to sell generated from the unsurpassed 
selling power that makes The New York Times 


America’s bi ggest Sunda y advertisin g medium. 


.. . Spreads cov- 


big-buying mar- 


Add up these elements . . . and you'll see why 


more and more ma gazine advertisers are addin g 


The New York Times Magazine to their 


lists. Why not let us tell you more about it? 


-—-——_—_ —_ = mmc em ee eee eee eee ee 


U. §. Chamber 
of Commerce 


Washington, D. C., May 2.— 
Albert W. Hawkes, president of 
Congoleum-Nairn, Inc., was elected 
president of the Chamber of Com- 
merce of the United States here | 
yesterday at the closing session of 
the Chamber’s 29th annual meeting. 
He succeeds James S. Kemper, 
president of Lumbermens Mutual 
Casualty Company of Chicago. 

Among 19 directors elected was 
Kerwin H. Fulton, president of 
Outdoor Advertising, Incorporated, 


who. was chosen to represent the | 
department of domestic distribu- | 
| tion. 


The Chamber adopted 18 resolu- 
tions, pledging all possible assist- 


ance in national defense, urging 
necessary new taxation but also 
economy in non-defense activities 


of the government, and promising | 
to guard against unwarranted price | 
increases. 


Miss Elliott Talks 


The convention also heard Har- 
riet Elliott, whose new title is Com- 
missioner of Civilian Supply, Office 
of Price Administration and 
Civilian Supply. She commended 
retailers, broadcasters and _ better 
business bureaus for cooperation in 
refraining from scare advertising, 
and also consumers for thinking 
twice “before being stampeded into 
a run on the store shelves.” 

Miss Elliott declared the remedy 
for threatened price increases to be 
expanded production. While it is 
difficult to expand under existing 
conditions, she said, “the patriotic 
duty facing manufacturers of 
civilian goods is the production of 
more goods. If production is ade- 
quate, there will be no need for 
other measures to keep prices in 
line.” | 

Another defense official, Donald 
M. Nelson, Director of Purchases, 
Office of Production Management, 
told the meeting “it is physically 
impossible for us to carry on a 
defense program of this size and 
still have anything resembling busi- 
ness as usual.” We have only begun 
to realize the sacrifice and effort 
that will be demanded, he warned, | 

Marriner S. Eccles, chairman 0 
the Federal Reserve Board, told the | 
Chamber that he oposed a general | 
sales tax but favored selective sales 
taxes which would “reduce de- 
mands for certain products such as 
automobiles, mechanical refrigera- 
tors and other articles that use re- 


New Pittsburgh 


Is Released 


| available for comparisons the latest 


| brand acceptances in groceri: 
also point of purchase. 


| appliances, toiletries and drugs 


| . 
| retail 
|} tion as where groceries, meats and 


long, 


| Cohn Forms Agency 


Arthur Cohn, formerly _ vice- 
¢| president of Collier Advertising 
Service, and more recently sale 


| vertising Company, has 


sources greatly needed for ng 


He said a method of controlling the 
volume of buying on _ installment 
credit should be considered. 

Manufacturers and distributors 
were asked at the defense confer- 
ence on consumer goods here today 
by Miss Elliott not to conceal price 
increases in quality deterioration 
She declared new evidence reaches 
her daily that manufacturers are 
holding prices stable at the expense 
of quality, and asked that consum- 
ers be apprised of such changes. 

Leon Henderson, new OPA chief, 
told the same group that output of 
civilian goods has already mounted 
over 20 per cent in the past year 
and that a still higher rate is pos- 
sible. Further expansion in pro- 
ductive capacity of consumer goods 
is justified by increasing purchasing 
power and will continue to be justi- 
fied after the emergency ends, he 
said. 

Henderson also complimented 
merchants for refraining from 
scare advertising. He said it has 
not yet been necessary to stabilize 
retail prices of consumer goods, but 
warned “We can step in if necessary 
and we are not afraid of the task.” 
He added that he counts on business 
to make such action unnecessary. 


Lube-X Names Sherwood 


Lube-X Systems, Chicago, has 
appointed H. S. Sherwood, who has 
been active in petroleum products 
marketing for the past 12 years, as 
sales manager. 


i | 


Home Inventory 


Pittsburgh, May 1.— The « 


: Ond 
Pittsburgh Home Inventory, com. 
prising both a national and etail 
report on family expenditures, pre_ 


pared in great detail, has just been 
released by the Pittsburgh Pres. 
The first home inventory was made 
in 1937 and this latest not only use. 
the first inventory figures for com. 
parative purposes but also make: 


U. S. census reports. 


The analytical method used in the 
1941 report is fundamentally the 
same as the one used four year< 
ago. The report form, constructeg 
for cross-checking to eliminate con. 
tradictory information, was dis. 
tributed by Parent-Teacher Ag. 
sociations, women’s clubs ang 


school associations, The reviewing 
editing, coding and tabulating of 
the inventory was under the direc. 
tion of Arthur L. Rayhawk, direc. 
tor, research division, school of 
business administration, Duquesne 
University. 

The national report breaks down 
and 
same 
nome 
and 
in the automotive classification. Thy 
report gives such informa- 


The 
procedure is followed with 


produce are bought, when, for hoy 
percentages of money spent 
on each day of the week, etc. Drug 
store trade is broken down to ip- 
clude information on where trading 
done and whether a_ neighbor- 
hood store or downtown. 

Under the retail division depart- 
ment store information is supplied 
as well as price groups for different 
kinds of apparel and points of pur- 
chase. The retail analysis of fur- 
niture and home appliance _pur- 
chases reveals points of purchase | 
and years of purchase. Each of the 
reports gives a colored map divid- 
ing the Pittsburgh market into eco- 
nomic quarters. 

A representative of the national 
advertising department of the Pitts- 
burgh Press or the nearest Scripps- 
Howard office will give further in- 
formation on the inventories on re- 
quest. 


Is 


' 


director of New York Subways Ad- 
formed 
new agency, Arthur Cohn and As- 
sociates, to specialize in transporta- 
tion advertising. Offices are at | 
Rockefeller Plaza, New York 


Edwin Allen to WIBA 


Edwin C. Allen, in charge of th 
radio division of Reynolds-Fitzger- 
ald, Inc., Chicago, for the past thr 
years, has been named gene! 


|/manager of Station WIBA, Madis0! 


Wis., succeeding W. E. Walker, W! 
resigned to devote full time to > 


/own advertising agency. 
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Meer Ao Liss- 


White tie at the Stork, or flannels a 
Oakland Hills, Addison Libb gets 2 
second look. He's good in 2 Srooks 
two-button business suit, too — espe 
cially in the client's office wit the 
roughs of a new campaign. 

a 


Wath for Ad Libh's ad 


advertising—next week 
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*16,000,000 more 


ford COMES TO OKLAHOMA CITY 


To Washington this new project, plus the army’s 37th 
air corps 48th bombardment squadron base, the new mu- 


buying power to an already bright market where department 
store sales for the week ending April 12 were 35% up from 


nicipal airport and the Oklahoma Air College, represents an 

| important step in American defense. To Oklahoma City it 

| signifies a permanent and vital advance in the city’s economic 
progress. 

These projects bring new and lasting payroll increases 

expected to reach a million dollars a month. They bring new 


a year ago... where farmers report crop conditions the best 
since 1930. 

To the Oklahoman and Times this activity means new 
people to be served with the state’s most complete news serv- 
ice ... new business to be served with the most effective sales- 
producing media in the southwest. 
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‘= OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMACITY * KVOR, COLORADO SPRINGS 


KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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Collins to Foundation 
Nan M. Collins, for 12 years sec- | 
retary and account executive of the 
Roland G. E. Ullman Organization, 
Philadelphia agency, and_ past 
president of the Philadelphia Club 
of Advertising Women, has resigned 
to become public relations director 
for the Foundation for Clinical and 
Surgical Research, Philadelphia. 


Richer to Speak 

E. R. Richer, retiring president 
of the Chicago Federated Advertis- 
ing Club, will discuss “What the 
Advertising Profession Expects of 
Young Ad Men” at a_ luncheon 
meeting of the Chicago Junior Ad 
Club May 9, at Adelard’s Restau- 
rant. 


YOUR PRODUCT 


Your product is placed in the 
hands of potential customers in 


the privacy of the home. It is 


| 
| 


given a sales story by a person 


of authority—all for a price com- 


parable to direct maill 


The Cradle Can Service, Ine 
457 N. Kingshighway 


St. Louis, Mo. 


Aylesworth Takes 
Radio Post with 
Rockefeller Group 


Washington, D. C., May 1.— 
Nelson A. Rockefeller, Coordinator 
of Commercial and Cultural Rela- 
tions Between the American Re- 
publics, has named Merlin H. 
Aylesworth to head the radio sec- 


ition of the communications division 


of his office. 

Mr. Aylesworth, who _ helped 
organize the National Broadcasting 
Company and served as its presi- 
dent until 1936, succeeds Don Fran- 
cisco, who became chief of the 
communications division recently 
upon the resignation of James W. 
Young from that post. 


Mr. Aylesworth has had a varied | 


career. Before getting into radio, 
he served as chairman of the Colo- 
rado Utilities Commission, execu- 
tive vice-president of the Utah 
Power & Light Company, and man- 
aging director of the National Elec- 
tric Light Association. 

He left the radio and film field 
in 1936 to join Scripps-Howard 
Newspapers, becoming publisher of 
the New York World-Telegram in 
1938. He resigned Jan. 1, 1940, to 
open law offices in New York. 


“icin c"E= >; Publicity Barrage 
tne ae Laid Down for New 
U. S. Defense Bonds 


tions, has been 
appointed  vice- 
president and 
director of ad- 
| vertising. His 
headquar- 
ters continue in Washington, D. C., May 1.—The 
New York. The most extensive sales promotion 
ee ee ee campaign in the peacetime history 
papers, Topeka of the nation got under way this 
Capital and Kan- week as the Treasury Department 
sas City Kansan; began sale of the new defense sav- 
ings bonds, with President Roose- 
velt re-enacting his familiar role of | 
pe ‘ customer number one. | 
KCKN, Kansas City, Kan.; and = ajthough Uncle Sam has bought | 
Household Magazine, Capper’s|,,, advertising space or time, and | 
Weekly, Capper’s Farmer, Michigan ; Siete he : ie 
Farmer. Missouri Ruralist, Ohio | %@s no immediate plans for doing | 
\Farmer and Pennsylvania Farmer. | 8°, the promotion drive promises to | 


two radio sta- 
tions, WIBW, 
Topeka, and 


Philip Zach 


Taylor to McGivena 


| World War I. Advertisers and 
Douglas Taylor, formerly vice- or ur isers a 


: ; . $e media owners have rallied to the 
Sy aes, Ge Ge a le cause by contributing free space 
president of L. E. McGivena & Co.,|@nd time. , 

New York agency. Several thousand spot radio an- 
quasummemvinnien nouncements, aired over practically 
Heck Joins Agency every station in the nation, formed 

: _. \|the prelude to a_ curtain-raising 
es ehaides ae A Day. | network broadcast last night in 
ton Power & Light Company, has | which the President, Treasury Sec- 
joined the Ambro Advertising | retary Henry Morgenthau, Jr., and 
| Agency, Cedar Rapids, Ia. Postmaster General Frank C. 
| Walker participated. 


Joe Czajkowski 


( 


$$$“Its in head offices all 


| Newspaper campaigns, sponsored | 
|in most cases by local banks or 
|banking associations, already dot 
ithe nation’s press. Magazine copy, | 
contributed either by the publish- | 
ers or by advertisers, is also sched- | 
uled,. and shorts for the movie} 
screen are being rushed. | 
“Names” Aid Promotion 

Direct mail efforts, which formed | 
the spearhead of Treasury selling 
efforts for baby bonds in less criti- 
cal times, have been intensified. In 
addition to direct efforts by the 
Treasury, the American Bankers | 
Association has prepared and sent 
a booklet to every bank in the 
|country, explaining the program | 
land urging cooperation. 

Foreign language radio stations 
formed a_ special 
broadcast the President’s message, 
and translations thereof. A host of 
network shows, featuring such 
“names” as Secretary of Agricul- 
ture Claude R. Wickard, Walter 
Winchell, Lowell Thomas, H. V. 
Kaltenborn, John Gunther’ and 
R. R. Baukhage, are spreading the 
message. The National Broadcast- 
|ing Company is even televising a 
portion of one of the shows. 

The slogan is “buy a share in 
America,” and the Treasury hopes 
the public will do so to the tune of 
three billion dollars within the next 
18 months. Promotion will be con- 


wer. In Chicago, Detroit, To- 


edo, Cleveland, Pittsburgh.” 


a 
— 


MUCH IN LITTLE 


Large illustration with a minimum of 

well chosen words gives Lux toile’ soap 

a smart play in fairly small new: oaper 
space. 


Free Trade with 
Americas Sought 
by O'Brien Bill 


hookup to re-| 


/and Means Committee. 


— 


Washington, D. C., April -9—a 
bill which would establish fre 
trade between North and _ Sout! 
America was introduced in th 
House today. Sponsor of the meas. 
ure is Rep. George D. O'Brie 
Michigan Democrat. 

The bill provides that U. S cus. 
toms and tariffs be automaticall 
suspended on goods imported fro; 
any South American nation whi 
grants corresponding tariff benefit 
to the U. S. The President woul 
be authorized to establish port 
quotas for agricultural products a: 
other commodities affected by gov- 
ernment programs based on cur- 
tailment of domestic production 


Sets Time Limit 


The O’Brien measure provide 
that any quota established by th 
President would become operative 7 
unless nullified within 60 days by 
passage of a concurrent resoluti 
in the Senate and House. 

The proposal bears the titl 
bill to promote the economic wel- 
fare of the countries of North a: 
South America.” Known as H. 
4575, it was referred to the Way 


VAWUE 


A 


tinued beyond the initial fanfare, | 
with every radio outlet in the coun- | 
try expected to broadcast five one- | 
minute announcements daily for an | 


ast : 
indefinite period. | 


| Lever Bros. Sues P & G; 
Charges Infringement 


The legal battles between Proc- | 
ter & Gamble Company and Lever 
Bros. Company moved into mud- | 
dier waters last week as the latter | 
company filed a suit in the U. S. 
district court at Baltimore charging JOHN BLAIR & COMPAN! 
that P & G had infringed on a soap | 
product and process protected by | 
Lever Bros. patents. The name of 
the product involved was not given, 
nor were any details. 

An injunction against further 
infringement, as well as an ac- 
counting of profits and an award | 
for damages, are sought. Procter | 
& Gamble recently filed suit against 
Lever Bros. at Cincinnati, charging 
that Swan soap imitates Ivory. 


discovers something 


$$$ If your own advertising 
is aimed at executives, you too 
One look at Joe’s uneventful, flat face and need The Wall Street Journal, Joe’s No. 1 
you think of an old dishpan. selling aid. 


$$$ But he’s a darn smart salesman. Knows $$ 81.3°% of its national circulation is in 


° ° ° > . 1Eec “a TAC’ P T © 
when some big-shot he’s calling on can be the 181 counties where 74% of all U.S. 


: . mi acturing is » ty ye. 
a ee 2 oe ae ee inufacturing is done and 64% of all U.S. 
retail sales are made. 

quick to see the angles that help matters National Representatives 


of Radio Station: 


along, $$$ Gives you more readers, per advertis- 
CHICAGO—520 N. Michigan Ave 

NEW YORK—341 Madison—Murra 
DETROIT—New Center Building—? 

ST. LOUIS—455 Paul Brown Bidg.—‘ tnut 4)” 
LOS ANGELES—Ch. of Com. Bidg spect 
SAN FRANCISCO— 608 Russ Bldg igias 


ing dollar, among active management-execu- 
$$$ “Wherever I go,” Joe says, “I notice , ; ' 
tives of industrial corporations with assets 


= publications we advertise in, lying around , ; 
: <r : of over $1,000,000 than any other publica- 


reception rooms. 


tion. More readers, per dollar, among bank 


$$$ “But there’s one I never see in recep- presidents than any other publication. 


tion rooms. It’s the best one because I see $$$ And 96% of its subscribers read itin | 


it inside, right on my customer’s desk. their offices at their desks their point of 


That's where it does me the most good. purchase and your point of sale. 
| 


STREET JOURNAL | 


--- Sells management executives 


-_ WALL 


---at point of sale 
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HISTORY is a handbook of human nature, 
a manual of man’s motives. History is written in 
the dates of dead kings and old wars—the record 
of man’s reaction to the world outside his skin. 
But history is made by what happens inside of 
people; by the forces within them that mak 
what they are. By the beliefs that shagiieboun- 
daries of their living. The ———— that deter- 
mine their acts. al 


Some men, to escape reality that can’t 
be borne, exchange their freedom for a share in 
something they can cling to. A simple singleness 
of purpose that needs no thought or self-evalua- 
tion. A blind acknowledgment that men are made 
to be governed and led. 


But other men cannot thus evade an 
inner faith that men must lean on themselves— 
even in the face of responsibilities too great to be 
grasped. That they must combine their strengths 
—not their weaknesses—if they are to survive as 
something more than grateful slaves. 


This is the essence of the conflict which 
encompasses the world. Which rages within as 
well as between nations. It is a battle of beliefs — 
between happiness for the few, and happiness for 
the many. Between man for the state, and the 
state for man. 


Jefferson made clear the distinction in 
a document which will never die as an inspira- 
tion for free peoples—*. . . that to secure these 
rights, Governments are instituted among Men, 
deriving their just powers from the consent of 
the governed.” The principle is significant, be- 


a rght Oth een 


Jury 4, 70°: 


Sate 


ae 


ae 
2 


ae 


fend us 


- 


cause “the consent of the governed” presupposes 
something more than blind belief. It requires an 
understanding on the part of the individual citi- 
zen. It izes the responsibility of those so 
frned to exercise their judgment as well as 
their franchise. To know what they are doing, 
¢ven when they relinquish their individual lib- 
erty to maintain their collective freedom. 


Liberty, the magazine, is cast in this 
concept. It believes that governments are made 
for men. That people have the capacity to know 
what is good for them. But Liberty knows, also, 
that people are human. That they are unaware 
of the abstract. That the problems of the day must 
be presented in their own terms if they are to 
see them. That they must be aroused to under- 
stand reality if they are to face it. 


This magazine is history in process. Not 
in cold dates and international statistics, but in 
the image of the personal present. In the shadow 
of tomorrow on the clock of today. Liberty cuts 
through abstractions to the personalities involved, 
portrays what is happening in the words of those 
concerned. Liberty translates intangible forces 
into the motives and emotions behind them. 


Liberty is edited—not to class or mass 
—-but to the people as individuals. To those 
Americans whose consent creates not only gov- 
ernment, but a whole way of life. Whose personal 
attitude is revealed in their reading of Liberty; 
whose beliefs make them significant citizens. 
Their understanding — their 
creased in importance by crisis. 


consent — is 1n- 
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Atolr oi New York, April ] 


Post 
an : ; —T 
Capita incomes in 1940 w 7 largest per 


mbia, C j 
vig Pook » Connectie 
; . Z Mens. Delaware and Nevada san 
a a a study of national Income he State 
my egions just completed by the Di ' 
. of Industria] Economics eae 


of the Confer- 
Income for this 
om $1,179 to $771 per 


exceeded their 192 
i) hy 
last year, while leit per capita Incomes 


Nineteen States 


h a a 
above the $546 ay ad per capita Incomes 


erage for the country 


Those dollar-a-year men 
pull the average down— 
but the other Washington 
Post readers bring it right 
back up again! 


T'S the readers of The Washington Post who make 
Washington, D. C.. America’s Best Market! Survey after 
survey shows that Post readers are concentrated in’ the 
upper-half neighborhoods where you get twice the buying 
power for your advertising dollar. That's why The Post 
vets results for its advertisers. and that, in turn, is why 
The Post is the only Washington newspaper with an in- 
crease in advertising per cent of field every vear for the 
past seven years, 


WASHINGTON’S YOUR BEST-BET MARKET 


The Washington Post 


IS THE PAPER FOR YOUR 


seal 


MONEY 


Belding Warns That 
Subversive Groups 
Aim at Advertising 


Portland, Ore., April 28.—Sub- 
versive elements are not confining 
their efforts to defense industry, 
but seek to sabotage business and 
advertising in the United States, the 
Advertising Federation of Portland 
was warned Friday by Don Belding, 
Los Angeles, vice-president of Lord 
& Thomas and president of the 
Pacific Advertising Clubs Associa- 
tion. 

A destructive attitude toward 
business has been greatly acceler- 
ated since 1930 and is gradually 
increasing now in velocity, despite 
moves to check it, Mr. Belding de- 
clared. He described the three- 
year plan for a business advance- 
ment program which has_ been 


CLARENCE S. ANDRESS 


| 


| Montclair, N. J., April 30.—C\a,. 
/ence S. Andress, who retired jp 
| 1937 as an executive of N. W. Aye, 
|& Son, died yesterday in Newark at 
the age of 65. 

Born in Blairstown, N. J., yy; 
Andress began his advert ing 
career as a representative of varj- 
ous religious publications in Ney 


York, and later joined the Century 
Publishing Company as assistant to 
the secretary in charge of the 


mM- 
pany’s advertising. Following sey. 
eral years as representative of The 
Churchman, he became an acver. 


tising executive of the Curtis Pypb- 
lishing Company, Philadelph 


launched in 19 Western cities and | 


proposed its extension in an effort 
to combat the menace which he 
said has brought the United States 
to its greatest crisis since the Civil 
War. 

Because advertising contributes 
three fundamental functions to the 
nation’s social economy, Mr. Bel- 
ding said, it has been picked as a 
special target by those who plot to 
sabotage the government and the 
nation. 


Enemies’ Charges Fallacious 

“Advertising insures to America 
a free press, makes it possible for 
individuals to expand their pros- 
perity through free competitive 
enterprise, and contributes to im- 


proved standards of living,’ he 
said. Its enemies have produced 
four main spearheads in their 


attack against advertising, he said. 
These are the fallacies that (1) 
advertising increases cost of goods, 
(2) most advertised products are 
of poor quality, (3) business, 
through its advertising, tries to ex- 
ploit the public, and (4) advertis- 
ing exaggerates. 

To combat such _ propaganda, 
business must undertake to get the 
truth to the people by “seeing the 
people,” Mr. Belding declared, and 
that is the purpose of the program 
now being pressed in 19 Western 
cities. 


BAN RUGG TEXTBOOKS 
IN LOS ANGELES SCHOOLS 
Los Angeles, April 28.—The con- 
troversial textbooks of Dr. Harold 
Rugg will not be used in Los An- 
geles city schools, Superintendent 
of Schools Vierling Kersey an- 
nounced here, because they are “not 
based on fundamental fact learning 
and have no definite learning se- 
quence.” 
Kersey said he was 


very con- 


scious of the controversy concern- | 
ing the Rugg and other social study | 


materials, and that he “recognizes 
their weaknesses in relationship to 
a program of emphasis on funda- 
mentals.” There are no Rugg books 
in the schools, he said, but all other 
books of this character have been 
called in during the past five weeks. 


Accounts to Kaufman 


Henry J. Kaufman Advertising, 
Washington, D. C., has added the 
accounts of the radio parts division 
of Stackpole Carbon Company, St. 
Marys, Pa., using business papers 
for its line of radio switches; and 
the Washington Refrigeration Com- 
pany, regional distributor for York 
air conditioning and Philco-York 
portable air conditioning units, 
using newspapers and direct mail 


in 
1911. 

Mr. Andress entered the agency 
field in 1917 when he became 4 
partner in the Patterson Adv crtis. 
ing Agency, New York. On the 
death of his partner in 1928 h: re. 
tired temporarily and then ned 
N. W. Ayer’s New York office w here 
he worked until his retirement 
GEORGE W. MANNING 

Sharon, Pa., April 28.— Georg 
W. Manning, 57, circulation ‘nan- 
ager of the Sharon Herald, died 
April 27 after an illness of seven 
weeks. 

ROBERT A. RUTHMAN 
| Cincinnati, April 28.—Robert A 


Ruthman, 38, vice-president and ac- 
‘count executive of John Bunker 
|Inc., Cincinnati advertising agency 


died of pneumonia April 26. HK 
was an advertising lecturer in th 
University of Cincinnati for fou 
years, and had been with Joh 


Bunker, Inc., for 14 years. 


WILLIAM H. SLEEPECK 
Chicago, April 28.—William H 
Sleepeck, 69, founder and president 
of the Sleepeck-Helman Printing 
Company, died yesterday in_ th 
‘emergency hospital of the Grand 
Central Terminal, New York, a few 
minutes after arriving from Chi- 
| cago on the Twentieth Century. He 
had gone to New York to meet h 
son, William H., Jr., a Dartmout! 


undergraduate. 


‘Willard Quits B & O 
‘Post; White Named 

| Daniel Willard, president of the 
Baltimore and Ohio Railroad Com- 
pany since Jan. 10, 1910, has an- 
nounced he will relinquish his pos! 
to Roy B. White, president of t 
Western Union Telegraph Compan 
as soon as a successor to Mr. Whitt 
is named. 

Mr. Willard, who is 80, wil! be- 
come chairman of the board. H 
successor served the railroad for 2 
years before resigning to head th 
Central Railroad of New Jerse) 
|He became president of Wester 
Union in 1933. 


| 
} 
| 


Battle Joins Liller; 
Two Accounts Added 


James L. Battle has resigned ‘ 
art director of Tucker Wayne 4 


Associates, Atlanta, to take ove 
similar duties with Liller, Har 
‘and Neal, whose corporate nam 
has been changed to Liller, Ne 
and Battle. 

The Mount Airy Furniture Com 
pany and Mount Airy Chair Com 


pany, Mount Aijiry, N. ¢ ha’ 
appointed Liller, Neal and Bat 
to handle their accounts. 


Buckley Takes Post 

Earle A. Buckley, presiden 
‘the Earle A. Buckley Organza! 
Philadelphia agency, has bee! 
pointed consulting expert 
Treasury Department in W 
ton and placed in charge aire 
mail selling of U. S. defens¢ 
bonds. 


“Ask your Agency 
to ask the 
COLONEL!” 


J 


>) 
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FREE 


WISH — 


the new merchandising station 
5000-1000 Watts 
VP) INDIANAPOLIS - N BC 


& PETERS, INC. 


Z’ Exclusive National Representatives 
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Does the ceiling of your bedroom 
look like THIS ? 


@ You've just pushed the little button that sends your 
alarm clock dancing across the bureau top at seven sharp. 
Then you snapped off the light and said, “Boy! . . . this 
bed feels good.” 

You’re all set to go to sleep with a vengeance, you are. 
But... will you? 

Is there any chance of your staring up at the ceiling 
and writing there the first sentence of tomorrow’s memo- 
to-the-committee? Are you sure Joe figured that last per- 
centage right? Did Miss Barker check that copy? 

In other words . . . does business have a habit of being 
on your mind? Could it be one of the most important 
items in your life? 

You bet it could. 

That’s why you find a certain magazine (devoted to 


news of business) the source of Management’s most im- 


portant reading. That’s why you find this magazine reach- 
ing out and making close contact with an audience more 
purely packed with Management men than any other 
magazine near its size. 

And that’s why the men who make advertising decisions 
do more selling-to-business through the pages of this mag- 
azine (Business Week) than in any other magazine of 
any kind! 

Advertising men recognize that these particular pages 
have a way of putting power behind most any message. 
They know that business men expect to see their business 
goods displayed here. 

They know that the pages of Business Week give 
Management the habit of doing two things at the same time: 

Shopping for business ideas... and shopping for 


business goods! 


Zotwc Wok 


ACTIVE MANAGEMENT'S MAGAZINE 
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sometimes close, and we may feel Miller Brewing Company nance refrigerator purchases by 


Sacrifice Needed, 


| when business clashes with govern- Ph Bagel oe bo terest * a ¥ no higher than ¢ 
| ment, it is usually its own fault. I}, : “98h ge ~ set ne ~ | : per cent and repayment may jh, 
U. S. Chamber of realize that all industry cannot im- SS oe with ite 1941 advertien for Refrigerators spread over five years. 
| mediately adjust itself to new social ing campaign. The movie shows Washington, D. C., May 1.—Stew- 
Commerce Warned berry eer yen Bm a = 'why the campaign was chosen, the |art-Warner Corporation has been Uses Newspapers in 
that most irritations come from is | media being used and many of the | given a contract by the Rural Elec- ° 
source. I also realize that govern- ad proofs. Showings have been made a ' hay Bees ‘Marketing Law Scrap 
; cae : : - dete trification Administration for the ; . 
J J S D b mental agencies set up to administer |in Wisconsin and South Carolina, | wonstru tio f min £ 25 A series of ads in Newspape; 
esse Jones Sees Debt pow laws affecting business and in- and the movie is booked for a num- | aan ainda vs cadet ae ae o a ‘throughout central and souther, 
hh _| dustry cannot draw a perfect chart| ber of distributor meetings else-  retrigerator units In six months | Michigan has been started by ty, 
at 90 Billion and Cur ponent il certain amount of experi- | Where in the country. | which will be distributed by the 700 | Michigan Milk Producers A:sopja. 
tailed Public Buying ence has been had. ‘ ie ae cone ei | ee my aes to er fami- | sat aaa ee Gee ir ging 
“ ic siness joys ver uce y anys a »| lies under a new financing plan. “ rr SSa ge 
Washington, D. C., April 29.—One a: aaa a om coliiale H. C. Mulberger, Inc., Milwaukee. The refrigerators, which will be | 5 as ae Gee 
, , be - _ | . . ° | t ‘Our 
out of every four man hours of| with laws or their administration | . made to REA specifications, will be | invalid: o. 
F d Bill A oved , - , |invalidated the 1939 act a numb. 
work will have to be devoted to war| are usually caused by the fellow in | rau Pprov in 6.5 cubic feet and 8.4 cubic feet lof bills have been introduced a, 
production and business will have| business who tries to see how close| The Maine house has passed a bill | 51zes. Their price, installed in a|the associations’ advertisements as 
to bear sacrifices which can only be| to the white line he can drive and | making it a misdemeanor to fraud- | farm kitchen and warranted for | approval of a measure which woy, 
hinted at now, Secretary of Com-| sometimes gets over the line.” ulently advertise goods or services| five years, will be $90 for the|set up a regulatory body ung 
merce Jesse H. Jones told the an-| for sale me - — be ~—- smaller box and $110 for the larger ponnaper + . five unprejudiced iti. 
5 base . slez > B ep. zens who have no pecuniary inte, 
nual meeting of the United States ing Or misiceaing Wie pub. FF one. =» y inter. 
; rE” - ' : |E. J. Lambert, Lewiston, protested | ‘ ests in the milk industry. 
Chamber of Commerce here today. Pearson to Arndt ‘that competitors, under the bill, | —— for refrigerator purchases states tant “item protecti a 
Mr. Jones also predicted that the! fdward H. Pearson, formerly with | might cause an innocent merchant | W? 1 be made usually to the coop-| minx regulation dairy farme)s cay 
national debt would rise to more|Lord & Thomas, has joined John | great damage through charges |€rative or power district which built | not continue” and urgés the publi. 
than $90,000,000,000, even though| Falkner Arndt & Co., Philadelphia,| which might later be proved | and operates the power system. The | to “write your legislator to roter: 
the national economy will be|as copywriter. groundless. systems will use these funds to fi-! your milk.” 
strained to the limit to pay as large 


a share as possible of the cost in 
current taxes. “We are just now} 
beginning to have some idea of | 
what all of this is going to cost— 
but only a rough idea, because it 
will cost more than we now think,” | 
he said. 

Taking one hour out of four from 
normal production and distribution 
to devote to defense means “that we 
will either have to get along with 
fewer of the things to which we are 
accustomed and which we take for 
granted, or we must superimpose 
on our national economy a 25 per 
cent increase in our productive ca- 
pacity—25 per cent more work 
hours. The latter will be costly, will 
involve serious fiscal problems and 
should be avoided if possible.” 

Mr. Jones, who is also Federal 
Loan Administrator, did reassure 
his audience on one score. He de- | 
clared he does not believe the gov- | 
ernment will take over and operate | 
some companies. “I don’t believe | 
so, and certainly hope not,” he said. 
“Business and industry should see 
to it that it does not.” He added 
that no authority in government 
wants to take over industrial plants, 
or feels that such a drastic step will 
be necessary. 


Sees Little Real Conflict 


In his general remarks before dis- 
cussing the current emergency, Mr. 
Jones outlined his concept of the 
relationship between government 
and business. As one who has had 
considerable experience on _ both 
sides of the fence, he said he had 
found very little difference in the 
principles that control government | 
and those that control business. 

“No small part of the govern- | 
ment’s business is that of making | 
and enforcing rules for the proper | 

| 


conduct of private business from 
farming to the manufacturing and | 
distribution of the things the farmer 
buys. Some in business think the 
rules are not always fair, or to the | 
best interests of business; some 
think the methods employed in en- | 
forcing the rules are sometimes too | 
harsh. But the game is a big one | 
and the players many. Decisions are 


(Advertisement) | 


The Red Key to the World’s | 


Richest Market | 
The listener and advertiser pref- | 
erence for the Red Network would | 
be enough to make WEAF a great 
station but not being content to 
bask in network glory alone, WEAF 
has built a local popularity that 
makes the station a “must” for na- 
tional spot and local advertisers. 

And now, with its 
transmitter at Port 
Long Island, WEAF is 
ever an advertising buy. 
York’s clearest voice heard with 
unprecedented power and impact 
not only in Metropolitan New York, 
but also in sections of Connecticut, 
New Jersey and Pennsylvania. 

To listeners and advertisers in 
the New York Metropolitan area— 
“The Network Most People Listen 
to Most” means WEAF, “The Sta- 
tion Most People Listen to Most.” 


powerful 
Washington, 
more than 
It is New 


like murdering the umpire. 
“From my observation, however, | 


Uses Color Movie 


Stewart-Warner 
Gets REA Contract 


their individual members. 


The in. 
dividual buyers will pay simple jp. 
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THE 1941 


Coast to 


Radio's New Star of Stars” 


and his sponsor 


STAR OF STARS POLL 


coast by listeners’ vote, NBC 


Red sweeps the Movie-Radio Guide 1941 


Star of Stars Poll. More than 50,000 


radio listeners cast their votes—ballots were tab- 


ulated under the supervision of the American 


Audience Institute—and here’s what they show. 


The ballots for radio’s “star of stars” placed the 


crown on the brow of Bob Hope, ace comedian on 


Pepsodent’s Red Network program. And what's 


MOVIE-RADIO GUIDE 


more... seven of the ten "Best Comedians"... seven 


of the ten "Best Announcers"... 


six of the ten “Best 


Actors"... seven of the ten "Best Masters of Ceremo- 


nies" and eight of the ten" Best Serial Dramatic Pro- 


grams" are heard on the RED. 


Congratulations to Bob Hope and to all the art- 


ists and sponsors whose outstanding showmanship 


is making NBC Red the nation’s first network 


again in 1941. 
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Maine Crab Meat 
Plants to Fight 
Foreign Products 


Promotion Started for 


Rising American Indus- 
try 


New York, April 29.—The open- 
ing salvo in a two-fisted fight to 


challenge the foreign monopoly on | 


the sale of canned crab meat in 


this country was sounded last week 
when the Maine Development Com- 
mission launched a campaign for 
two American brands in New Eng- 
land newspapers and magazines 
with spot radio scheduled for the 


near future. 
Admittedly an attempt to exploit 
anti-Russian and Japanese senti- 


ment, the drive indicates the growth 
of a new American industry on the 
Atlantic coast. The commercial 
production of canned crab meat 
was confined to the Pacific coast 
until 1940 when the international 
situation led American business to 
take advantage of the slow resur- 
gence of patriotism. 


Other Plants Planned 


With higher tariffs or eventual 
embargoes on the foreign product a 
definite possibility, Harris Ameri- 
can Crab Meat Company, Beaufort, 


S. C., began operations early in 
1940. (Apvertistinc AGE, Feb. 19, 
1940). Next to enter the crab meat 


ring were two plants in Maine, one 
at Stonington which began opera- 
tions in the late summer of 1940, 
and another at Friendship where 
production has just gotten under 
way. The Deer Isle and B&M 
brands of these two plants are fea- 
tured in the new promotion by the 
Commission. 

The rising curve of American 
crab meat production will go still 


higher when two additional plants 
in Maine, at Machiasport and Bel- 
fast, begin operations in the early 
summer. At this time, when pro- 
duction by the four plants is under 
way, the Commission will cease 
promoting specific brands and begin 
to advertise all four as Maine crab 
meat bearing the official registered | 
trademark of the state. Eventual 
cooperation with the Harris com- 
pany in the promotion of American 
crab meat is planned by the Com- 
mission. 

The current campaign, to con- 
tinue throughout the summer, will 


be limited to the New England 
states, described as the best terri- 


tory for the sale of crab meat. Deer 
Isle and B&M brands are now dis- 


tributed through the Atlantic & 
Pacific and First National chains 
and a number of independents in 


New England. 

Copy is headlined, “Here it is 
American crab meat,” and describes 
the product as having “the flavor | 
of fresh-caught crabs.” “It comes | 
from those smaller Gulf of Maine 


crabs noted for their delicate flavor 
and tender texture. It’s packed 
immediately after catch under 
clean, modern American methods.” 

Weekly insertions are scheduled 
for food pages of newspapers in 13 
principal cities and three sectional 
magazines are being used. Brooke, 
Smith, French & Dorrance is the 
agency. 


Bailey to Fawcett 

Mary Bailey has joined Fawcett 
Publications, New York, as assist- 
ant to Winifred Mulcahey, beauty 
and fashion editor of Fawcett 
Women’s group. Miss Bailey was 
formerly with Lennen & Mitchell, 
where she headed cosmetic re- 


| search. 


‘Markets Colonial Paints 


The Pittsburgh Plate Glass Com- 
pany has obtained the sole right to 
make and sell paints reproducing 
the unusual shades used in historic 
Williamsburg, Va. The new paint 
line will be known as Colonial Wil- 
liamsburg colors. 


oe © ot £2 ot. 0.0 © — © eo. @ a 


Radio Star of Stars 
Bob Hope 

lack Benny V 
, Don McNeill 

, Bing Crosby 


s 


, Edgar Bergen V 


, Don Ameche 


Rudy 


Best Comedian 

y Bob Hope ‘ 
y Jack Benny 

, Fibber McGee 

, Edgar Bergen 


Best Master of 
Ceremonies 

Don McNeill 
Bob Hope 

Bing Crosby 
Garry Moore 
Clifton Fadiman 
Vallee 
Don Ameche 


Ransom Sherman 


. James Melton 
Frank Munn 
Vv Jack Baker 


of Classical Songs 


Margaret Speaks 
Jean Dickenson 
Francia White 


Lucille Manners 


Milton Cross 
Don Wilson 


Best Woman Soloist 


Best News Commentator 


y Eddie Cantor 

Vv Ransom Sherman 

y Frank Morgan 
Bob Burns 


Best Announcer 


, Don Wilson 
Milton Cross 


- 


Ken Carpenter 

Harlow Wilcox 

, \ Durward Kirby 
, Ralph Edwards 
, Ben Grauer 


Best Actor 


, Don Ameche 

, Charles Boyer 

, Ezra Stone 

, Michael Raffetto 
, Hugh Studebaker 


, John Barrymore 


Best Actress 
, Joan Blaine 
y Betty Winkler 


Congratulations also to NBC BLUE 
for its excellent showing... (The 
BLUE tied for second place with 

six “first awards”’) 


Best Male Singer 

of Popular Songs 

. Bing Crosby 

v Jack Baker 
Dennis Day 
Tony Martin 
Rudy Vallee 
Harry Babbitt 
Frank Munn 

Vv Curley Bradley 


Best Woman Singer 

of Popular Songs 
Ginny Simms 

v Evelyn Lynne 
Connie Boswell 

Vv Nancy Martin 
Dinah Shore 

Vv Bonnie Baker 


Best Male Soloist 
of Classical Songs 


Richard Crooks 
Donald Dickson 


v Lowell Thomas 
H. V. Kaltenborn 
v Walter Winchell 


Best Sports Commentator 


v Bill Stern 


y Fort Pearson 


v Graham McNamee 


Hal Totten 


Best Dramatic Program 
One Man's Family 


Aldrich Family 


Everyman's Theater 


Best Musical Program 


Kay Kyser 


Voice of Firestone 
Vv Metropolitan Opera 


Hour of Charm 
Pleasure Time 
American Album 


of Familiar Music 


Telephone Hour 


(RED CHECK) Indicates Red Network program or personality. 
(BLACK CHECK) indicates Blue Network program or personality. 


(RED & BLACK CHECK) Indicate program or personality appearing on both Red and Bive. 


Best Variety Program 
Vv Breakfast Club 
. Kraft Music Hall 
Chase & Sanborn 
, Bob Hope 
Fibber McGee 
v Club Matinee 
Rudy Vallee 


Maxwell House 


Best Dance Orchestra 
Kay Kyser 

v Horace Heidt 
Fred Waring 

v Tommy Dorsey 
Sammy Kaye 
Abe Lyman 


Best Audience Participation 
Kay Kyser 
Dr. L. Q. 
Truth or Consequences 
Vv Take ft or Leave It 
\ Breakfast Club 
Vv Horace Heidt 
Vv Town Meeting 


a 


Best Quiz Program 
_ Information, Please 
V Quiz Kids 
ue. a ©. 
Vv Take It or Leave It 
Kay Kyser 
Battle of Sexes 


Truth or Consequences 


Vv Uncle Jim's Question Bee 


Best Serial Dramatic Program 


, One Man's Family 

, | Love a Mystery 
Bachelor's Children 

\. Vic and Sade 
Aldrich Family 
Guiding Light 
Life Can Be Beautiful 
Road of Life 


Best Educational Program 


Information, Please 


University of Chicago 
Round Table 


Cavalcade of America 


- 


Music Appreciation Hour 
, America's Town Meeting 
\ Farm and Home Hour 

Vv Quiz Kids 

World Is Yours 


‘ 


Best Children’s Program 

Vv Quiz Kids 

, Coast to Coast on a Bus 
\ Bud Barton 

, Tom Mix 

, Our Barn 


Jack Armstrong 


My Favorite Program 

\. Breakfast Club 

One Man's Family 

. Kraft Music Hall 
Jack Benny 


." 


oe * 


Metropolitan Opera 
Fibber McGee and Molly 
Bob Hope 


THE NETWORK MOST PEOPLE LISTEN TO MOST 


| ful 


Point of Purchase 
Institute Names 
Research Director 


New York, May 1.—Expansion of 
the program inaugurated recently 
by the Point of Purchase Advertis- 
ing Institute was marked this week 
by the appointment of Lincoln 
Jones as research director. He will 
be in charge of a series of studies 
devoted to display evaluation 
through sales response, reader ob- 
servation and brand _ identification 
and other elements entering into 
the use of point-of-sale displays by 
national advertisers. 

The institute’s activities are be- 
ing conducted in cooperation with 
the display committee of the As- 
sociation of National Advertisers, 
of which Carleton Healy, advertis- 


ing manager, Hiram Walker, is 
chairman. Lloyd L. Grisamore, 
Arvey Corporation, Chicago, is 


president of the institute, and Ed- 
ward T. Sajous, executive 
tary. 

Mr. Lincoln has been engaged in 
consumer market studies for the 
past few years. He was formerly 
with Consolidated Cigar Corpora- 
tion and John H. Perry Associates. 


New Copy Technique 
for Waterman Pens 


L. E. Waterman Company, New 
York, has inaugurated a new cam- 
paign for Waterman pens, pencils 
and Ideal ink with copy featuring 
human interest strip technique and 
well-known persons of stage, screen, 
radio and sports. The personalities 
will be shown in drawings and each 
advertisement will be a complete 
playlet showing how a Waterman 
pen solved a personal, financial or 
matrimonial problem. 

Half-pages will appear in The 
Saturday Evening Post bi-monthly 
throughout 1941. Newspaper inser- 
tions will appear in large cities 
across the country. Charles Dallas 
Reach Company, Newark, is the 
| agency. 


secre- 


| Frederick C. Schnake Advertising 

Agency, Milwaukee, has enlarged 
| its radio continuity department with 
| Lois A. Parsons, office manager, in 
,charge. Russell Dietrich, Milwau- 
| kee, has joined the agency as art 
| director and production manager. 


Carries. Record Ad 

In marking its 40th anniversary, 
Whelan Drug Stores used 17 con- 
| secutive pages of advertising in the 
New York Journal- American on 
May 1. The splurge is said to rep- 
resent the greatest single drug 
| store advertising effort in the his- 


tory of the business. 


Switches Distribution 
Following the lead of Hire’s R-J 
|} root beer, the 7-Up Bottling Com- 
j}pany, Philadelphia, used 300-line 
| display copy to secure a number of 
idriver salesmen in its move to 
switch from jobber to direct distri- 
bution. The Philip Klein Agency, 


| Philadelphia, handles the account. 


( Advertisement) 


The Philadelphia Story 


| 


Philadelphia, Pa., May 1 (NBC) 

What happens when a radio sta- 
tion goes to 50,000 watts? Power- 
proof of increased listenership 
is offered by KYW, the Westing- 
house powerhouse for the Phila- 
delphia area. 

Comparative Mail Response. All 
factors, other than power, are 
equal. 

At 10,000 watts during period 

in 1940.. ' 6,154 letters 

At 50,000 watts similar period 

1941 15,000 letters 

The increase in mail response 
was the result of increased cover- 
age. This comparison proves: 

1.) That KYW’s . signal 

been materially extended. 

2.) That KYW’s actuai listener 

influence has widened to in- 

clude an additional one million 
people in its primary area. 

NBC Red Network advertisers 
and spot advertisers in Philadelphia 
are covering more customers ; 
getting more results ... than ever 
before. Spot advertisers should call 
their nearest NBC Spot Sales office 
for the complete Philadelphia Story. 
They’re located in New York, Chi- 
cago, Boston, Washington, Cleve- 
land, Denver, San Francisco and 
Hollywood. 


has 
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Information 
for 
Advertisers 


The following documents may be 
|secured without charge from c m- 
| panies sponsoring them, or through 
| ADVERTISING AGE, by any national 
|advertiser or advertising ag: cy 
‘executive writing on his busi) ess 
| letterhead. 
|No. 1800. True or False? 
| A quiz on a quiz on a quiz } ro- 
|gram, National Broadcasting Cm. 
|pany calls this case history, w) ich 
[city HALL | _shows what a specific Blue netw ork 
L al | qT] = program has done for a spe fic 
] FA a +] product. The question and ans ver 
¥ method used in the report caries 
out the “True or False” prog am 
idea, and the answers disclose ‘he 
| trend of Hooper ratings on the ; »o- 
| gram, its effect on the sale of s! y- 
ing preparations in general, and the 
sponsor’s product in particular. 
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ee ne . ——_— “ae No. 1801. What Construction )en 
° _ ® Want to Know About the 
Where the Taxes Are Coming ‘ Equipment They Buy and ‘| se. 
F’ What they want to know is old 
rom |in this book of interviews with con- 
The greatly increased burden of | is increasing employment and pur- frstgg~<eothe eel geen! —— er- 
P P i. i ° . - _ - 1c. g ( 
taxes which the American people | chasing power in the hands of the Secceentul Paomisa pots In addition. the | - 


will shortly be asked to assume will| masses of the people, including 
serve the double purpose of helping| many who formerly were unem- 
to pay the costs of defense and pre- | ployed and on the relief rolls. Thus 


"How do you like our new clock? We got it for 10 cereal box tops and 25 cents." 
venting the industrial boom thus | an increasing demand for consumer 
created from developing into infla-| goods is ensuing, and there is no| 


tion. | reason why it cannot be supplied. | 


High taxes plus price controls | 
are being used by the government While the defense program must | When Prices Went Up 

to reduce profits and purchasing | have first call on the industrial pro-| Jessamine Hoagland, Chicago ad- / announced today by Alexander | has issued two new folders, one 
power and to release all available| duction of the country, it can at | vertising and public relations coun-|5!mon, metropolitan division gen- dealing with the symbolism and the 
materials and money for war pur-| most represent only a_ relatively |sel, moved her office the other day, |! manager of the Western Union ‘other with the psychology of color. 


poses. 


contains suggestions on copy ind 
layout, and sample advertisem: 
‘considered good by construction 
|; men. 


| No. 1802. The Psychology of Color 
| and The Symbolism of Color. 
;send telegrams to themselves was| General Printing Ink Corporation 


In addition, the campaign for the 
purchase of government bonds is 
likewise intended to absorb  pur- 
chasing power and to relieve the 
demand on the production machine 
for goods, thus again permitting a 
large share of industrial output to 
be used for the defense program. 
With these general objectives no 
serious fault can be found. 

It is obvious, of course, that if 
current taxes are to reach predicted 
volume, business in general must 
remain active, employment must be 
at high levels, and the consumption 
of goods for individual and home 
use must be increased. This may 
not be “business as usual,” and no 
one expects business to remain as 
usual under present conditions, but 
certainly it is different from the 
picture of a strictly war economy, 
in which butter is traded for guns, 
now being painted by some of those 
who are developing administration 
policies. 

High taxes can be carried and 
will be paid because our business 
is expanding. Industrial expansion 
due directly to the defense program 


small fraction of total output, and | and in the course of the housekeep- | Telegraph Company. 


the remainder necessarily will be | !"8 


absorbed by the civilian population. 

There is of course a direct con- 
flict in the administration policy of 
controlling prices and 
taxes, and at the same time encour- 
aging wage rate increases. Perhaps 
a more equitable picture would be 
presented through restrictions on 
both prices and wages, but with 
lengthened work weeks and _ in- 
creased production. Under such a 
system the manufacture of goods 
for the military needs of the nation 
could be added to production for 
normal civilian use without 
great difficulty. 

Even though business will oper- 
ate at a low profit rate during the 
period of the emergency, there 
should be ample opportunity for 
the successful employment of all 


too 


our production facilities, plus the | Sirloin steak 


marketing and advertising activities 
required for the distribution of the 
products of industry to the popula- 
tion as a whole. 


needed to create maximum 
revenue, be maintained. 


What About Premiums? 


The use of premiums to promote 
the purchase and 


advertised products has 


consumption of | 


such an established form of mer-| 


chandising that any reduction in 
this department of marketing might 


have serious effects on the sale of | 


many individual products. 


premiums, like the manufacture and 
sale of other products for general 


become | consumer use, must be considered 
only in the light of how it will|the authority of the U. § 


affect the successful conduct of the 
defense program. 


increasing | 


Only in this way | Lamb 
‘can business volume in all lines, | Milk 


/}across a mimeographed sheet 
price statistics released early in 
1920 by the now defunct National 
|City Bank of Chicago. 

Your Ad-libber saw Miss Hoag- 


| thought you might like to take a 
|quick look over her shoulder at 
|the effect of World War I on the 
|retail prices of some common com- 
| modities, so we’re giving here, ver- 
batim, the “average retail prices of 
| principal articles of food,” as they 
|; were on July 15, 1914, and on Dec. 
|26, 1919. Although every 1919 
|price represents a tremendous 
| boost from the 1914 level, you'll be 
|interested to note that several of 
|the “terrific” prices of 1919 seem 
|rather mild right now. Here’s the 


| list: 
July 15, Dec. 26, 
1914 1919 
(in cents) 
26.0 45.0 
Rib roast neces 38.0 
iPork chops ........ 20.4 33.0 
ee 58.0 
RE: 66secucesoxas Eee 50.0 
21.5 38.0 
2.0 16.0 
tax | Butter 31.2 73.0 
|Lard . 15.0 35.0 
|Eggs .. 26.1 65.0 
| Bread . ee 10 & 18 | 
Flour .. Toa |. 7.5 
|Rice .... 6.7 18.0 
Potatoes . 4.75 
Sugar .... ; 5.0 21.0 
The same document asserts, on 
Bureau 


of Labor Statistics, that between 
December, 1914, and June 1919, the 


If the needs of defense can be | cost of food went up more than 73 


been suggested that as part of the|at the same time facilities be left 


program of conserving materials 
and labor for war purposes, adver- 
tisers should reduce or eliminate 
premiums, along with free deals 
and other devices which increase 
the volume of production without 
adding to total sales. 

We regard the use of premiums 
as in the same category as the 
manufacture and sale of all other 
consumer goods. 
standpoint, it is not important 
whether these goods are sold sepa- 
rately or included with the goods 


for the manufacture of all the other 
products normally required and 


| used by the population, those facili- 


ties may be employed for whatever 


purpose best serves the needs of 
business and consumers. 
If and as defense needs take 


priority over those of the civilian 
population, as necessarily they are 


|doing and will continue to do in 


. | 
From an economic | 


which carry the price tag for the | 


joint purchase. Hence the use of 


certain instances, restrictions will 
follow. But with the rapid expan- 
sion of our industries now under 


way, these should not be nearly as 
serious as some of the current pre- 
dictions would indicate. 


It has| supplied on a maximum scale, and | Per cent; the cost of male clothing 


1/146 per cent, and of female cloth- 
ling 164 per cent; that furniture and 
furnishings leaped up 127 per cent, 
| while fuel and light rose a mild 36 
|}per cent and housing was almost 
|stationary, with an 8 per cent in- 


crease. The cost of living as a 
‘whole increased almost 74% per 
j}cent during the period. 


Wake Up and Sing 
Here’s a 
Union which 


piece from Western 
we present to you 


without comment, just as it came 
| to us “for release in Saturday P. M. 
and Sunday newspapers”: 
Establishment of “Wake Up Tele- 
grams” as a regular service for the 
numerous New York people who 


essential to such an event, ran | 
of | of New York people send telegrams 
| to themselves, reading: “Wake Up. 


| pointed out. 
| service has been so persistent, he 
land fingering her treasure, and| Said, that the telegraph company 


Surprising as it may seem, a lot 


Mr. Simon 
The demand for such 


It is now 8 o'clock,” 


has now decided to give it official 


recognition. 
One employer, Mr. Simon re- 
called, for a month sent a daily 


“Wake Up Telegram” with a cup 
of coffee to a valued member of his 
staff who habitually had _ strolled 
into the office an hour or two late. 
However, “Wake Up Telegrams” 
are designed, 


persons who send them. 
Occasionally a person with a bad 
habit of going back to sleep files 
two “Wake Up Telegrams” to be 
delivered at fifteen-minute inter- 
vals, and one young woman amazed 


| herself. 


telegraph folks by sending seven to 
She sleepily answered five 


| calls, but on the sixth she told the 


| operator she was thoroughly awake 
and to cancel the seventh. She’d 


| been celebrating at a bachelor girl 


|party the night before, she ex- 
|plained, and was being very sure 
| not to be late for her wedding. 

“I won't need this service again,” 
|she told the operator. “No more 
getting up in time for work.” 

“Maybe so,” the operator replied, 
“but some users of this service are 
/married women who have to get 
their husbands off to work on 
time!” 


Jottings 


And in Philadelphia The Blum 
Store, swank women’s apparel shop, 
recently used newspaper space for 
a deliberate “fake” story. “Colossal 
sparklers dwarf your hands,” the 
headline declared, after which you 
learned that “these colossal fakes 
are set in sterling silver simplicity. 

Simulated rubies, emeralds, 
sapphires, amethysts, aquamarines, 


topazes, onyxes—the bigger the 
smarter Aquamarine (fake) 
with crystals set in filigree, $25; 


Ruby-like gobs, hugest, $25; huger, 
$17.50; huge, $7.50.” ... 

The Post, Waukegan, IIl., cele- 
brated Good Friday by keeping all 
the war news off its front page and 
| giving dominant position to a pic- 
ture of a group of altar boys 
worshiping at the altar of a local 
church. . 


the telegraph official | 
emphasized, for delivery only to the | 


|Both help to suggest the use of a 
certain hue for a given purpose 


No. 1790. Seeing is Believing. 

In this new sample book, Kim- 
berly-Clark Corporation lets Tru- 
fect, Kimfect and Multifect Level- 
coat papers do their own selling job, 
which they do effectively by show- 
ing how they send off an advertise- 
ment’s appeal. The three papers 
form the pages of the plastic-bound 
brochure and carry illustrations of 
many types of subjects in various 
reproduction processes. 


No. 1792. Early Morning and Late 
Evening Listening Habits. 


This booklet tabulates the find- 
ings of Radio Station WCCO’s sec- 
ond investigation of early morning 
and late evening listening habits in 
the Northwest. Charts show the 
time sets are turned on in rural and 
urban Minnesota, the Twin Cities, 
out of state and the total sample: 
WCCO listening habits by the same 
| breakdown; a county breakdown of 
respondents; and auto and auto- 
radio ownership by income groups 


No. 1765. 


Whaley Taxiposter Ad- 


vertising. 
The story of the beginning and 
development of Taxiposters as an 


advertising medium is told in this 
new folder issued by Whaley Tax!- 
poster Advertising. A map and 
table indicate where Taxiposters 
are available, and information } 
given concerning circulation, rates 
and mechanical requirements 
itrations show some of the /ax!- 
posters now in use. 


No. 1722. Why Should I? 


“Advertise in Our Sunday \ ‘stor 
and The Register” finishes the ques- 


tion of the title, and the paces °! 
this brochure offer numerous reé 
sons. The papers’ editorial «ppe® 
and reader response are dis issed 
and information is providec co” 
cerning the number of reader 
where they are, and their uy!" 


ability. Rate and circulation 43 
are included, as well as so! ad- 
vertisers’ success stories. 


No. 1785. For Intensive Cov: “age- 
Extensive Sales. 

Radio Stations WHK-WCL — hav 
issued three file folders con «inins 
tabulations of market data, °ové™ 
age maps and rate cards. Ir -lude 
is an outline of the stations’ produc’ 


|}and program promotion act! 
i 
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Ad- 


HE INQUIRER is first in depart- 
Toren store advertising, first in 
women’s specialty shops, first in total 
retail, first in financial, first in classi- 
fied, first in TOTAL advertising. 

For seven consecutive years, The 
Inquirer has led all other Philadel- 
phia newspapers in advertising vol- 
ume. The Inquirer also leads in vol- 
ume of news and in the number and 
quality of features. For readers, as 
well as for advertisers, The Inquirer 
offers superlative values. 

The Inquirer is truly a home news- 
paper. More than 65% of the city and 
suburban circulation of the morning 
Inquirer is home-delivered by carrier 
and Inquirer circulation is strongest 
in those sections where income is 


above the average. 


Now that armament has 
become America’s greatest 


industry, advertisers will find big- 
gest sales opportunities in such anes- 
tablished armament center as Phila- 
delphia. Enlarged payrolls in the 
Philadelphia District mean a rapid- 
ly expanding group of skilled wage 
earners with new needs to fill and 
with new money to spend. Here 
people are buying new homes, new 
refrigerators, newcars, newclothes. 
Good news for Philadelphia should 
be good news for you. For here 
your advertising effort can be ex- 
panded to produce rich returns. 
Why not make sure that your ad- 
vertising is fully adequate in ‘‘the 


Arsenal of America’’? 


DAILY circulation exceeds 400,000 
SUNDAY circulation exceeds 1,000,000 


he Philadelphia 


PUBLIC LEDGER 


Anguirer 


For 112 Years a Philadelphia Institution 


=< 


I 


———) 


FIRST in Philadelphia 


Don’t let anyone tell you that the Philadelphia 
Market stops at the municipal boundaries. The 
Philadelphia marketing area, according to the 
U.S. Department of Commerce, includes 60 
counties in Pennsylvania, New Jersey and Del- 
aware. You want city circulation, of course— 
but is that all you want? For example, an in- 
dustrial center in the Philadelphia area which 


has an important part in rearmament is the 
city of — 


CONSHOHOCKEN 


Conshohocken (Montgomery County) is located 
10 miles northwest of Philadelphia. Population: 
10,721. Principal Industries: Yarns, hosiery, 
metal products, sheet iron and steel, cement, 
wrapping paper. 

Defense contracts to Conshohocken industries 
total $2,934,911. Three firms are largely sharing 
in these awards. . . $681,218 to the Merion Mills 
for uniform cloth and shirting; $837,763 to the 
Philadelphia Uniform Company for service caps 
and trousers; $1,230,760 to the Alan Wood Steel 
Co. for steel. The people of Conshohocken shop 
in Philadelphia. They read The Inquirer. 
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ABC Directors 
Order New Test 
of Circulation 


Bylaws Changed, New 
Members Voted at N. Y. 
Meeting 


New York, April Directors 
of the Audit Bureau of Circulations, 
it was announced today, have 
recommended that a number of 
tests be started immediately of the 
proposed plan for visualizing news- 
paper circulation. 

A report on the visualization plan 
was given directors at their meet- 
ing in New York April 25 by 
the special newspaper 
headed by Edwin S. Friendly, busi- 
ness manager of the New York Sun. 
Directors adopted the recommenda- 
tion of the board’s committee on 
Visualizing newspaper circulation 
that actual tests be started at once 
and results reported. 

Other action taken by the direc- 
tors included adoption of this defi- 


29. 


| hour 


| advertiser member, 


the 


agency 
a ' 
committee, | 


| was adopted. 


nition of all-day newspapers: 
“Newspapers may use the term 
‘published all day’ in their state- 
ments, provided no distinction 
made in editions which 
enable anyone to distinguish be- 
tween their being the editions of a 
morning paper or of an evening 
paper (save by the insertion of 
later news). A newspaper desig- 
nated as ‘published all day’ shall 
have its total circulation set up in 
column headed simply with the 
of the first edition of the day 
and of the last edition, thus: ‘From 
A. M. to — P. M.’” 


Approve Agency Head 


is 


a 


The 
laws, 
that 


board also amended the 

which heretofore 
the president should be 
to read that ‘“‘no 
person shall be elected president of 
Bureau who is not an adver- 

member or an advertising 
member.” 

A new rule concerning circulation 
obtained by the use 
coupons redeemable in cash or sub- 
scriptions, effective July 1, 1941, 
It provides that “sub- 
scriptions to or copies of a publica- 
tion given in redemption of coupons 


by- 


tiser 


}or the equivalent, such as wrappers, 


boxtops, etc., shall not be included 
in net paid circulation. This rule 


would | 


specified | 
| 
an 


of merchandise | 


| shall intiee 4 whether or not the cou- 
pons or equivalent are redeemable 
in cash.” 


Vary Bulk Sale Rule 


The rule concerning bulk sales, as 
applied to circulation covered by 
sales to hotels and restaurants, was 
amended to read “All copies bought 
by hotels or restaurants for free 
distribution to their guests, irre- 
spective of the number of copies, 
for which at least 50 per cent of 
the basic single copy price is paid, 
either in cash or by accommoda- 
tions, shall be included in bulk.” 

The board also voted two changes 
affecting membership. Under one, 
no publisher of more than one 
morning or more than one evening 
newspaper in the same city, or a 
morning and an evening paper in 
the same city, “shall be admitted 
|to or continued in” Bureau mem- 
j}bership unless a membership 
maintained for each newspaper. 
|The second change declares that 
“When national advertising in two 
or more newspapers published in 
the same city is sold exclusively as 
a unit,’ memberships must. be 
maintained by each paper regard- 
|less of ownership. 

The directors elected 
|tiser membership the 
Mfg. Company, Elkin, 


is 


to adver- 
Chatham 
x. &, © 


pockets! 


> 5) i 


Just this: 


Poter. 


your message 


$ 3.3 sou: 


Things are looking up at Lambert-St. Louis Field, 


4 -*) 0 3 
Ss Glov 


a, 


wane ee ay \ 


a 0 ve 


port of the famous, and one of the finest airports in the 
nation! The men working sign hangs just under the wind- 
sock and the $12,000,000 being spent on the Naval Armory 


and the Curtiss-Wright plant means money in plenty of 


Si 0 What V4 


19th State families, with a $330.000.000 pot-of- 


gold-at-the-end-of-the-Defense-rainbow, 


will share this 


find with you IF you use the Globe-Democrat! Why? It's 
the only newspaper that even claims to cover St. Louis and 
its great PLUS market. In 273 important surrounding towns, 


will reach 50% of the families — regularly! 


aa 


Bern 


Thek ts 
THE 49TH STATE 


®A compact market of active, 
money -spending people living in 


© 87 counties in Eastern Missouri 
and Southern Illinois where 


© Combined annual retail sales reach 
almost 500 millions of dollars 


With The Globe-Democrat You Get 


| newspapers, 


be represented by G. Martin 
Coffyn, advertising manager. New 
publication members are: daily 
Chattanooga Evening 
Times, the Post, Lindsay, Ont., 
the News Press, Nebraska 
Neb.; weeklies, Baltimore Catholic | 
Review and Advance, Dover, N. J.; 
and magazines, The Montrealer, 
Montreal, Que. 

The next meeting of the ABC 
directors will be at the Seigniory 
Club, Montebello, Que., June 28-30. 


NATIONAL ADVERTISERS 
O. K. VISUALIZATION PLAN 

New York, April 30. — Eagerness 
on the part of national advertisers 
for the newspaper circulation visu- 
alization plan now being studied by 
a special committee of the Audit 
Bureau of Circulations was ex- 
pressed here this week following a 
meeting of the ANA newspaper 
committee. The group also urged 
newspapers to consider quantity 
discounts in their rate structures. 

Referring to the visualization 
plan, J. O. Carson, H. J. Heinz 
Company, chairman of the ANA 
committee, said that “such a move 
would unquestionably be of con- 
siderable value to advertisers.” 

‘Members also feel,” he con- 
tinued, “that more use would be 
made of newspapers if the national 
advertiser were given some induce- 
ment on a discount basis for quan- 
tity as is done in the case of retail 
advertisers. Any such quantity 
discount schedules should, however, 
be soundly conceived and_ not 
hemmed in by restrictions which 
render them valueless.” 

Mr. Carson also reported a feel- 
ing among some ANA members 
that the 90-day cancellation clauses 
which many newspapers have been 
placing on contracts are “an Ob- 
struction to the wider use of news- 
paper advertising.” 


Newspaper Reading, Radio Studied 


The cooperation of publishers in 
furnishing more qualitative data 
through the continuing study of 
newspaper reading was applauded 
by advertisers who attended the 
meeting. The project is being 
carried on by the Advertising Re- 
search Foundation under the 
pices of the Bureau of Advertising 


of the American Newspaper Pub- 
lishers Association. 
The ANA radio committee also 


met recently and, among other sub- 


jects, discussed station break an- 
nouncements. On the basis of a 
detailed study of such breaks on 


many stations throughout the coun- 
try, and with particular 
to “announcements before and 
those programs which do the most 
to build listening audiences for the 
station,” the feeling was expressed 
that “the sale of such spots might 
be considered against public inter- 
est and seriously interfere 
public acceptance of radio, 
lessening its value 
advertisers.” 
W. N. Connolly, S 

Sons, presided at the 
ing. 


thereby 


as 


radio meet- 


and | 
City, | 


aus- | 


reference | 
] 
after 


with | 
a medium for | 


Johnson &|§ 


a 


BUYERS DO BEWARE 


THOUSANDS HEEDED THESE WORDS OF 


~ CAUTION! 


= 
\ SOTMED Is Some 7) 
oa 


— 


Ola 7 
Kentucku 


The friendly cooperation of St. Louisans 
is credited in this newspaper copy with 
eliminating confusion between Old Ken. 
tucky, bonded bourbon whisky, and 
other whiskies which invaded the market 
with similar names. The "OK" whisky 
is produced by Old Kentucky Distillery, 
Shively, Ky. 


Joseph to Waters 

Helen I. Joseph has been placed 
in charge of fashion merchandising 
at Norman D. Waters & Associates, 


New York. She was formerly as- 
sistant buyer for James McCreery 


& Co., New York department store. 


To Clark Collard 


Continental Chimney Company, 
Inc., Chicago, builder of industrial 
chimneys, has appointed Clark Col- 
lard Company, Chicago, to handle 
its account. 


The JOURNAL Yd... 


With Over 52,000. 
Daily Circulation. 


Sioux City leads every city in 
the state as a wholesale city. 


Ranks eighth in the stock- 
yards industry in the United 
| States. 

1940 it showed the ae 
percentage of gain in livestock 
receipts in the entire perms 
industry. ; ; 


! eee ’ 
General Advertising Representative of The puns 
NOEE, ROTHENBURG & JANN 
| New York - Chicago - Detroit - aioe | 
: eee 


Owners and Operators of Station KSCJ ‘ 
Power: 5,000 Day and Night 


WFBR has always shown a keen, “home-town” 
it has won acceptance by 


local events 
Baltimore institution. 


That public acceptance gives more 


_sggePMLICo 


Spire s most famed 
race course 


MARYLAND’S PIONEER 
BROADCAST STATION 


interest in 

Baltimoreans as 4 

“pull” to your redio 
advertising when you us 


WFBR. 


NATIONAL REPRESENTATIV 
EDWARD PETRY & COMPANY 
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' “ If your business follows the statistics, just 
; % _ ee. rapes es, © 25 spots on the map bring you as many 
‘4 mm 8 4 4 a : ee sales as all the rest of the U.S. combined. 
- « ge . an oe 
: 
PP dies Is your magazine advertising facing 
ed in 
ng ; ? 1 ; vo? a) » 
= ° this fact? Singling out these Key Markets, 
ry » | and doing a real local sales job in each 
e, : 3 * 
' one of them? 
Vy; . 
ny : r 
- i 5 Don’t let anyone tell you that can’t be 


done with national magazines. THIS 
2 WEEK’s advertisers have been doing it 
for over 6 years—thanks to a little extra 
detail that we call “the Sth color in mag- 


azine advertising”. 


That “5th color” is Local Color. It’s 
r the result of grafting the local influence 
of the Sunday newspaper onto the coast- 


to-coast power of a national magazine. 


It gives you a magazine that the re- 
tailer respects as part of his own adver- 
tising medium. A magazine that the 
reader shops through, just as through the 


Sunday newspaper. 


And a magazine that can really “paint 
the big towns red”, For THIS WEEK’s 


6 million circulation covers America’s 


> an 


Key Markets as thoroughly as the next 


4 weeklies, or the top 4 women’s maga- 


zines, combined, 


SELLS THE KEY MARKETS 
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my 
Hope you'll be looking for me. 
cerely, June.” 

The second _ teaser followed 
through with the idea. It was also 
in simulated handwriting, on femi- | 


new dairy products sales plan. 
Sin- 


16 ADVERTISING AGE May 5, 194) 
—_— ——— — ————_— —<— 
Defense Statistics D. C. This organization re, ently 
; issued a printed pamphlet summary. 
. s To the Editor: We have been izing defense contracts given be. 
oice of the Advertiser aueling With some ree eis | ety Tune 100, an, 
concerning contracts and expendi- 1941, by Federal Reserve and indy: 
tures” on the national defense pro- join) acces. ond telee tater ‘ 
This department is a reader’s forum. Letters are welcome. gram trying to summarize them to ’ a mation 
find out what cities have been and|™@y now be available from the 
Teaser Campaign Helps (Young's Book on Ideas thet this is Se ratio of popularly) sre iealy to be munet aiecied. Bi ee 
| = anufarc. 
Promote Dairy Month Gets Some Publicity I am enclosing one of the stream- | os el oo Pregl cr turers, agencies and others aie. 
To the Editor: We have been| To the Editor: At the American |€"s which is used as point-of-sale | qorance will mean more people | ested in the implications Of the 
subscribers to ApverTisiInc Acr for | Management Association meeting | #dvertising material to publicize the | employed, more wages, and as a/|‘éefense program as far as cffect; 
many years and notice from time|in New York yesterday the chair- pipkin offer in the stores. This par-| result more people able to buy our | ¥POn a particular area are con. 
to time you make mention of/|man of the session, “Developing a ticular piece of advertising material | | oducts. cerned, ADVERTISING AGE this wee, 
teaser campaigns in your publica-|Most Effective Sales Force,” re- | is used on the margarine deal only. | | It has occurred to me that Apver- | 'S beginning publication of a serie; 
tion. ‘ferred to a book by Young entitled |! am also enclosing a proof sheet | swe AcE might have already done | °f articles studying current  ndus. 
The National Dairy Council, as|“Technique of Creative Thought,” |0f our newspaper advertising cam- something on this job. If you have, trial and business et in lead. 
you know, prepares and directs all| and mentioned that you are the |Paign on the pipkin offer in connec-| \ i) Jo. tell me the issue in which | i8 cities, with particular em phasis 
of the campaign material and pub-| publisher. If this is true, I would | #0n with Durkee’s magazine. The | i, appeared? Or if you have not |° the defense =” er enter 
licity for National Dairy Month in| appreciate having two copies of it. proof sheet ¢ also coma a reprint | done something on this, do you have of defense a rh a Ston, 
June each year. In the past we|Send the bill, of course, to me. of two cooperative advertisements | ony idea where I might get such D. C., is Sovers - or irst of the 
have limited the purchase and use | THEODORE Marvin, which the grocer can use in his own | | summary? series, which appears in this issue 
of the display material by not pre-| Advertising Manager, Hercules newspaper or handbill advertising Any help you can give me on Readers are oy however. 
paring the way for the master cata- Powder Company, Wilmington, |0n the pipkin deal. this problem will be greatly appre- to bear in mind that direct allot. 
logue broadside, which goes out to| Del. The pipkins were made up for us ciated ments for defense production jo no 
a list of 20,000 distributors and| [Editor’s Note: The book re-|by the Anchor Hocking Glass Com- ; Lester M. ABBOTT, necessarily present en accu 
resellers of dairy products. This|ferred to is “A Technique for Pro-|P@ny. Our experience with the deal), int Research Depart- | Comparative picture for cities ang 
year we mailed out two teaser | ducing Ideas,” written by James W. | indicates that it lives approximately ment, Ralston Purina Company industrial areas. Sub-cont) acting 
pieces in advance of the broadside,| Young, with a foreword by Leo |Six weeks in any given market, St. L is ~ >? and the necessity for purchases of 
and as a result have not only been|McGivena. It is published by |"@aching the highest point in its sale ae — raw materials, equipment an: sup. 
swamped with orders for material, |ApvertisInc Ace and sells for $1.] |curve at approximately the end of [Editor's Note: A good deal of plies by those who are awarded 
but have also had many requests | ,vey the second week and slowly falling material of this nature has been/|direct defense contracts frequent) 
for samples of the teaser pieces and | 1 k U Self off beginning at the end of the published. The best source for|mean that a large portion f the 
even orders for teaser pieces them urkee Uses oell- fourth week. ‘direct allotments of defense con-| money and work involved in a con. 
selves from some of the country’s Licuidating Premiums Howarp H. McCUuLLy, | tracts is the Bureau of Research and | tract goes to industries and area 
largest distributors. To the Editor: In the next day or Sales and Advertising Dept., Statistics of the National Defense | far from the scene of the factor 
Teaser No, 1 was a postcard, with|two you will receive two sample | Durkee Famous Foods, Chicago. Advisory Commission, Washington,| whose name appears on the «ward 
a picture of a very attractive girl|cases of Durkee glass pipkins, one | Pe cy 
~ - front, and on the weer case designed for the Durkee glass | — - a 
side the message, in simulated | pipkin deal to be used with Dur- | ‘ 
handwriting, “As I wrote you on} ew s margarine, the other case de- vy aeey bY Ye use%y 7 Assy Amat 
April 21st, I plan to call on you|signed for promotion of sales of Rar oy ee ay 
about May Ist with an exhibit of | Durkee’s shortening in connection ie Sl 


|}unusual and 


with the glass pipkin deal. 

The Durkee pipkin premium deal 
is entirely self-liquidating, and is 
interesting as a pre- 
|mium promotion, inasmuch as in 
the operation of the deal both the 


nine notepaper, and carried with it ‘distributor and the merchant re- 


a “snapshot” of the writer. ‘Word | 
comes to me,” it began, “that you 
are in need of an energetic young 


woman to help you sell more of 
your products. 
“I believe I am _ that person. 


Therefore I am sending you photo- | 
graph, and an outline of my quali- | 
fications.” Then continued a dis- | 
cussion of “qualifications,” without 
giving the basic idea away. 


folio as the central feature of the 
Dairy Month poster. 


NEAL D. KELLEY, 
Assistant to the President, 
National Dairy Council, Chi- 
cago. 

v v v 


Two Advertisers Prove 


a Popular Theme 
To the Editor: 
saw about great minds, 
the backyard fence, 
them in ADVERTISING AGE. 
And both of them men, no less! 


M. ELIZABETH TOBIN, 
Promotion Manager, The Jour- 


r lled 
Needless to say, June turned up | ae 


in full color in the promotion port- | 


Maybe it was the 
spring and maybe it was the old 
but here 
you have two sets of neighbors over 
and both of | 


|ceive a profit from the use of the 


Durkee glass pipkins. The unusual 
profit feature in connection with 
this premium promotion, together 
with other details of the campaign, 

makes an interesting sales promo- 
| tion story, and it is our thought that 
you might be interested in having 


| this story. 


The Durkee glass 
to distributors of Durkee’s 
margarine and shortening at our 


cost of 84c per case of one dozen. 


pipkins are 


|The distributor sells the pipkins to 


the grocer at 96c per case of one 
dozen, with an order of Durkee’s 
margarine or Durkee’s shortening, 
the distributor realizing a 121% per 
cent profit on the pipkins, as well as 
his full profit on the Durkee mer- 
chandise that he sells with the deal. 
| The grocer sells the pipkins for 10c 
|with the purchase of a pound of 
Durkee’s margarine or a can of 
Durkee’s shortening, and realizes a 
20 per cent profit on the premium 
| offer, plus his regular full profit on 
the sale of the Durkee product. 

| The pipkin display case unfolds 
jinto a complete self merchandising 
junit. The pipkins are packed eight 
|red and four orange pipkins to the 


nal, Portland, Ore. case. Preliminary tests indicated 
THE NEIGHBORLY THEME REPEATS 
Portrait of a GOOD Newspaper YOUR WELCOME IS ASSURED 4/ 


rene 


“YANKEE NETWORK 


WITH FRIENDLY “ 


The ad at the left appeared in Advertising Age, March 24, the other April 7, 
in Advertising Age too, proclaiming the good neighborliness of both the Port- 
land, Ore., 


Journal and the Yankee Network. 
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.... anda little child shall lead them.... 
ON A GREAT BIG HORSE! 


Defense contracts are making a world of difference in markets today. 


ita, for example. 
proximately 


Last ve 


82 million dollars. 


Take Wich: 
ar we understand the total earned income amounted to ap: 
Add to that another 90 million in the form of defens: 


contracts for Wichita industry (and there’s more coming all the time), and you'll hav 
some idea of how things are booming out Wichita way. 


», though Kansas may not be your biggest potential market, 


we believe it = 


a cunaaiie to be one of your most profitable markets, particularly if you tell 


about your wares over— 
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Glenn D Gillett Field Strength Survey—1939 


Map Shows Coverage to the .1MV/M Line 


“The Wichita Station with the Programs.” 


CHIT 


The Only Full Time CBS Outlet for Xansé 


That Selling Station for Kansas! 
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CBS + 5000 DAY +» 5KW NIGHT READY SOON + CALL ANY EDWARD PETRY orFi¢ 
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rs P Fon three generations H. J. Heinz food products have 
been growing in popularity and acceptance. Today the 
name “HEINZ” is a buy-word among millions of house- 
wives throughout the nation. 


These housewives will testify to the quality of Heinz prod- 
ucts. Likewise, from coast to coast, merchants and adver- 
tising men will testify to the quality of the advertising and 
merchandising that has helped build this acceptance. 


When an organization with a reputation for being an astute buyer of adver- 
ising space pays tribute to a newspaper, that newspaper can be justly 
proud. Two weeks ago, F. L. Bradfute, Chicago East Branch Manager of 
the Heinz Company, in a report to Franklin Bell, Advertising Director of the 
company, had these things to say about the Chicago Herald-American: 


|. “We believe the Herald-American circulation is less duplicated than 
that of any other Chicago newspaper. We believe it reaches a 
group of people who use great amounts of advertised food — the 
type of people to whom we should advertise regularly.” 


“Their food pages, in our estimation, are the best in Chicago.” 


“The success of the cooking schools conducted by Mary Martensen 
does not need comment.’ 


“The Herald-American has one of the most effeclive merchandising 
staffs with whom we have ever worked.” 


We are proud of this tribute . . . proud that we have played a small part in 
the sales success of Heinz products. It is evidence that our recipe for produc- 
ing a good newspaper has been successful . . . evidence that we have won 
a following among the market's young, aggressive families. For, in the 
final analysis, it is the responsiveness. . . the “buy-ability’’ of our readers 
... that has made the Heinz advertising campaign in our newspaper 
successful. Herald-American families are vital to the success of any 
campaign in Chicago. Any representative of the Rodney E. Boone 
Organization will give you additional facts about this market... and 
about this newspaper. 


P. S.—Last year the H. J. Heinz Company concentrated 45.1% of their 
Chicago newspaper advertising in the daily and Sunday Herald-American. 
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Attorney General | 
Clarifies Views 
on Anti-Trust Law 


Washington, D. C., April 29.—} 
Some clarification of the paradoxi- 
cal position of manufacturers who 
are asked by one government agency 
to band together for defense pur- 
poses, but who fear anti-trust reper- 
cussions for engaging in cooperative 
action, has been provided by At- 
torney General Robert H. Jackson. 

In a statement issued last week- 
end, the Justice Department chief 
expressed the belief that “‘business- 
men are justified in expecting that 
so far as possible uncertainties as 
to the application of anti-trust law 
will be eliminated, when they are 


| Worcester, 
| plans call for removal of manu- 


Acquires Sweeper Vac 

The Holland-Rieger Corporation, 
Sandusky, O., division of Apex Elec- 
trical Mfg. Co., Cleveland, has 
acquired Sweeper Vac Company, 
Mass., and_ tentative 


facturing and sales operations of 
Sweeper Vac to Sandusky or its 
vicinity. Holland-Rieger will direct 
the sale of Sweeper Vac products 
through present distributive chan- 
nels. 


Joins Tucker, Wayne 
Tucker, Wayne & Co., Atlanta 


Macon, formerly associated with 
Brown & Thomas Advertising Cor- 
poration, Amos Parrish & Co., and 
N. W. Ayer & Son, New York, as 
art director. 


agency, has appointed A. Edwin | 


Texcel Puts New 
Trade Character 
to Work in Copy 


New York, May 1.—With first 
consumer copy scheduled to break 
in the May 12 issue of Life, Indus- 
trial Tape Corporation, New Bruns- 
|wick, N. J., this week created a 
|new advertising character, the 
Texcel “Handyman,” to feature its 
ltransparent cellophane tape that 
requires no moistening. 
“Handyman” struts 


|Texcel tape, 


|through the advertisements offering | 
to do every conceivable job around | 


{the house for practically no pay. 


Made of a continuous strip of | 


Typical copy is captioned “A 
Handyman in Your Home, 24 hours 
a day. Salary, 25 cents.” 

The new trade character. will 
also appear in window and counter 


displays calling attention to Tex-|! : . 
|its first national rate card, eff; 


cel’s many home _ uses, including 
mending torn papers, books or 
lampshades and mounting photo- 
graphs, stamps or jelly-glass labels. 
Manufacturers and retailers will be 
reminded of Texcel’s speed and 
economy as a wrapping aid. George 
Bijur agency handles the account. 


Appoints Close 

The Times - Star, Alameda, Cal., 
has appointed George D. Close, Inc., 
San Francisco, as its national rep- 
resentative. 


—_—_—$—$—$———— | 


— 


‘FM Station Issues 


First Rate Card 


FM Station W39B, Mount Wash 
ington, N. H., owned and operate 
by the Yankee Network, has issyeq 


April 10. 

The station is the first of its king 
in New England to begin ope: 
on a commercial basis. The rate 
card points out it covers 13 north 
ern New England cities, ope: 
16 hours daily. 


Balderson Names Kane 

Kane Advertising Agency, Peoria 
Ill., has been appointed to handle 
the account of Balderson Mfg. Com. 
pany, Wamego, Kan., snow plow 
manufacturer. 


asked by the government to join in 


a cooperative effort.” He added | 


that “this is not for the purpose of 
sanctioning violations but for the 
purpose of seeing that violations do 
not take place and at the same time 
that the defense effort is served.” 

He said that he and John Lord 
O’Brian, general counsel of the Of- 
fice of Production Management, had 
agreed upon a plan whereby ques- 
tions of this nature “will be defined 
by OPM and by industries involved 
and may be presented” to the Jus- 
tice Department. 


Draws Distinction 


Mr. Jackson’s statement was ap- 
parently inspired by reports that 
the steel industry had been prom- 
ised exemption from anti - trust 
prosecution during the defense 
emergency. He denied that such a 
request had been made, and said 
“so far as I know no industry or 
group of industries has sought ex- 
emption from the anti-trust laws.” 

Industries which reduce produc- 
tion in order to maintain consumer 
prices are liable to anti-trust prose- 
cution, he said, but if industries 
are asked by the government to 
step up production of defense ma- 
terials at the expense of output of 
non-defense products, this is not a 
conspiracy against the public and 
hence not a violation. 


FAB Elects Officers 


The Florida Association of Broad- 


casters has elected Spencer Mitch- 
ell, manager, Station 
Tampa, as its president for the com- 
ing year. Other officers named at 
the Jacksonville meeting 
Jack Hopkins, WJAX, Jacksonville, 
first vice-president; Gilbert Free- 
man, WTAL, Tallahassee, second 
vice-president; Fred Mizer, WQAM, 
Miami, secretary-treasurer; and 
three directors, H. G. Wells, WJHP, 
Jacksonville; Wright Esch, WMFJ, 


Daytona Beach, and Roger Stratton, | 


WTSP, St. Petersburg. 


Richards to Studebaker 


FE. E. Richards, formerly with 
Lehman Bros., New York invest- 
ment banking company, has joined 
the Studebaker Corporation, South 
Bend, Ind., as assistant to the pres- 
ident. 


35,021,292 
IN KEY MARKETS! 


That's the average circula- 
tion per week on 3578 cabs 
in 43 key city markets—at 
a cost of 10.4¢ per 1000! 
For details, write Wm. E. 
Whaley Co., Washington 
Bldg., Louisville, Ky. 
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Take New Studio 


Henry F. Allison and Alfred D. 


Lignthall, Chicago photographic 
illustrators operating under the 
name Photographic Illustrations, 


Inc., have moved to a new studio 
at 222 N. Michigan avenue and will 


do illustration photography under 
the name Allison & Lighthall. Pho- 
tographic Illustrations, Inc., will 


continue as the stock picture de- 


pal tment. 


“New Yorker” Promotes 

A. J. Russell, Jr., a member of 
The New Yorker’s staff for 12 years, 
has been named retail advertising 
manager. Robert S. Ogden, with 
the publication in New York for the 
past six years, will replace Mr. 
Russell in the Western office, Chi- 
cag' 


Cost of Coca-Cola 


Advertising: Ten 
Drops Per Bottle 


Syracuse, N. Y., April 28.—Coca- 
Cola could quit advertising — 
though it won’t—and by its “sav- 
ing” in this manner could add just 
10 drops of its famous drink to each 
bottle of Coca-Cola. 

That was the graphic way L. F. 
Kitch, manager of Coca-Cola’s 
Syracuse plant, illustrated’ the 
trifling unit cost of advertising to 
the company, in a_ speech last 
weekend before the advertising 
class of Syracuse University. The 
advertising, although millions of 


dollars are spent each year, actu- 
ally costs less than one-tenth of 
one per cent per bottle. 


Market Is Changing 


“We recognize that probably 
everyone in the United States uses 
or has heard of this beverage,” Mr. 
Kitch said, “but we find it neces- 
sary to suggest opportunities for its 
use as a refreshment. We 
that our market is a changing pop- 
ulation and is not static. Thirty- 
six per cent of Coca-Cola’s business 
comes during 25 per cent of the 
year—June, July and August. It 
is Our aim to convince our custom- 
ers that thirst knows no season and 
Coca-Cola is as appropriate a bev- 
erage in winter as in summer.” 


Issues New Directory 


First 1941 issue of “Plant Produc- 
tion Directory,’ compiled to meet 
modern requirements of plant man- 
agers, superintendents, production 
and buying officials in American in- 
dustry, was placed in the mails 
March 15 with a circulation of ap- 
proximately 12,500. A second edi- 
tion of the Conover-Mast publica- 


_tion is planned for September 
know | 


Elect New Officers 
Newspaper advertising managers 
of Utah and Idaho elected Robert 
H. Warner, Twin Falls, Ida., as 
president at their recent annual 
meeting in Twin Falls. Amos Jenk- 
ins, Salt Lake City, was named 
vice-president and Robert Martin, 
Logan, Utah, secretary-treasurer. 
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I am the living substance of peace and brotherhood 

Of humamwights unfétrered, of all that men hold good.» | 

Mine are the fruits.of freedom, of skill and genius rare, pet . 
~ And art's supremest triumphs—and ‘all who wish may share. if: ; 


American my purpose! American my creed! 
No trme have I for hatred, for lust, for power or greed. 
Mine are the hymns of freedom, a free man’s prayer I pray. 


America, at your service! The Radio—night and day! 
Edgar A, Guest 


The Radio they call me, a thing by tyrants feared. ©. re : 

I am the joy of free men by which all lives are cheered... Te 
f{ am the right of free men, their culture, mirth and song, 

A college for their children, a guard "gainst every wrong. 


The glorious songs of freedom exultantly I sing, 
America for devotion! one God for worshipping ! 
No tyrant stills my teaching; no home denied to me. 
I am the soul and body and breath of liberty. 


OF 


“paps aerate, 


G. A. RICHARDS 
President 


THE GREAT 


THE FRIENDLY STATION 
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Cereal Makers 
o/ 
Put 10% of Sales 
Into Advertising 
Washington, D. C., April 29.— 
Cereal manufacturers spent 10.2 
per cent of total sales in 1939 for 
advertising, it was revealed here 
today upon release of a Federal 


Trade Commission report on finan- 
cial statistics of eight leading mak- 
ers of breakfast foods, coffee sub- 
stitutes, flour and by-product ani- 
mal feeds. 

The FTC report is distinguished 
among those released to date for the 
high ratio of advertising expense to 
sales, and for the fact that the 
eight companies whose figures are 
shown in consolidated form handled 
99.4 per cent of all business in this 
field in 1939. Another notable fea- 
ture, in view of the war effect on 
exports since 1939, is that 17.7 per 
cent of sales made by these firms 
were in foreign markets. 

The cereal makers spent 22.6 per 
cent of total sales for what FTC 
classifies under “expenses.” In- 
cluded were selling expenses of 6.2 
per cent, advertising 10.2, admin- 
istrative and office 4.4, taxes 0.9, 
social security and pension pay- 
ments 0.6, and research and de- 
velopment 0.3. Net profit amounted 
to 10.1 cents per sales dollar. 


Rate of Return High 


The eight companies had a 17.6 
per cent rate of return on employed 


capital. For individual firms, the 
rate varied from a loss of 11.1 per 
cent to a profit of 39.6 per cent. 
Three manufacturers whose profit 
ratio was over 18 per cent ac- 
counted for the high average. Net 
income on_ stockholders’ equity, 


after deduction of almost $13,000,- 
000 for income taxes, was 13.5 per 
cent. 

Operating ratios of the eight cor- 
porations show costs of goods sold 
represented 67.5 per cent of sales, 
leaving a gross margin of 32.5 per 
cent. Chief item, raw ma- 
terials, accounted for 55.2 cents on 
the dollar Additional 
were production wages 3.3 per cent, 
other not listed under “ex- 
penses” 7.6 per cent and deprecia- 
tion and obsolescence of production 
facilities 1.4 per cent. 


cost 


sales costs 


costs 


Join N. Y. Subways 

Three new members have been 
added to the sales representative 
staff of the New York Subways Ad- 
vertising Company, Ine.: George 


W. Quigley, formerly with The 
American Weekly and Photoplay 
Magazine; John S. K. Hammann, 


previously NBC Red network rep- 
resentative in New England and 
New York: and Loretto Galvin, for- 
merly woman's editor of the Chi- 
cago Herald-Examiner. 


DeShong Changes 


Andy DeShong has resigned from 
the Dallas Chamber of Commerce 
publicity department to become 
publicity manager of North Amer- 
ican Aviation, Inc., new $7,000,000 
airplane factory at Grand Prairie, 


near Dallas 


Ao Liss says- 


“Every manufacturer thinks there's 
something exclusive about his goods 
—even if he puts out a dime-store 
line. It’s all right by me if the client 
makes a Park Avenue product —pro- 
viding he sells it on Main Street!” 


« 
Watch for Addison Libh’s adventures 
in advertising in these pages next week. 
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May 5, 194) 


Edison Names Director 


Clara Jahn has been appointed 
director of the home economics de- 
partment of Edison General Elec- 
tric Appliance Company, Chicago, 
succeeding Mildred Hickman, re- 
signed. 


Appoints Parker-Allston 
Atlantic Life Insurance Company, 
Richmond, Va., has named Parker- 
Allston Associates, Inc., New York, 
to handle its account. Raymond D. 
Parker is account executive. 


To Noyes & Sproul 

Goodwinol Products Corporation, 
New York, has placed its account 
with Noyes & Sproul, Inc., New 
York. 


The Texas supreme court has de- 
clared unconstitutional a 1935 law 
authorizing El Paso county to levy 
a five-cent ad valorem tax to be 
used for advertising. The court 
pointed out that the population 
bracket included in the act made it 
apply only to El Paso county, thus 


violating the law against local or 
special acts. 
To Gittins Agency 

Milton Gustafson, former radio 


and publicity writer at the Univer- 
sity of Nebraska, has joined Bert S. 
Gittins, Advertising, Milwaukee, as 
agricultural copy writer on the 
Allis-Chalmers 
count. 


Mfg. Company ac-| 


‘Uses Color-Selector Guide 


A simple-to-use color guide to aid 
in choosing the right color balance 
for floor coverings, walls and drap- 
ery has been created for Mohaw 
Carpet Mills, Amsterdam, N. Y., by 
Moser & Cotins, Inc., New York. 
The Color Selector-Color Guide is 
a slide-window affair, showing 96 
decorative colors graduated from 
dark to light in five graded tones. 
It is offered to homemakers for 25 
cents, through full-color, full-page 
copy in Life. 


a 


To Cleveland Agency 


Wilbur Meese, formerly’ with 
Rhoades, Humphries & Adams, 
Indianapolis, has joined Fuller & 


Smith & Ross, Cleveland, as assist- 
ant art director. 


check the 
advantages of 


jor your DIRECT MAIL... 


Offset Lithography gets the effect you want. This 
process can imbue your direct mail pieces 

with subtle, artistic overtones, or infuse them with dyna- 
mite. Offset can give the feeling of luxury, 

quality and dignity, so difficult to achieve in any 
other way. Or it can sizzle and sputter with excitement. 


Amalgamated 
Lithographers 


Offset Lithography permits you an amazingly wide 
choice of paper stocks. You will obtain perfect repro- 
duction on heavy or tissue-thin paper, coated 

or uncoated. This great latitude of stocks offers you 
extra economy, in mailing as well as in production. 


With Offset Lithography, you get an added 


flexibility of illustration. 


It is possible 


to include more or larger illustrations in your 


mail piece, for a given cost. 


In the field of Direct Mail, as in so many other fields 
utilizing graphic arts products, the trend is 
increasingly towards Offset. Why not avail your- 
self now of its numerous advantages? 


Quality Lithography requires skilled lithographic 


craftsmen. 


The most skilled lithographic 


craftsmen, from artist to pressman, belong to 
the Amalgamated Lithographers of America, who are 


the sponsors of this message. 


To insure the utmost in quality, insist that your Lithog- 
raphy be purchased from a Union Lithographer. 


*The terms Offset, Offset Lithography, 
Offset Printing, Photo Offset, and Photo Lithography, 


ore simply other names for 
the one basic process Lithography. 
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Sales Training 


Under U. 5. Act 
Gains Impetus 


| Federal 
/headed by Paul V. McNutt, sin 


|of the Interior in the last reor; 


—— 


vested in the Vocational Educa: 
division, U. S. Office of Education 
which has been an offshoot of ‘ 
Security Administra: 


was divorced from the Departr ent 


zation act. 
The Business Education Ser c¢ 


/one of six arms of the Vocat) a} 


Fourth Year of Opera- 
tion Finds 165,000 Stu- 
dents Enrolled 


Washington, D. C., April 30.—If 
those $18-a-week sales clerks whose 
I. Q.’s so often appear to be sub-zero 
should show some signs of intelli- 
gence in the near future, perhaps | 
Uncle Sam should be voted a share | 
of the credit. 

The federal government has been 
trying to do something constructive 
in the way of distributive education 
for almost four years, and while 
administrators of the program are 
the first to admit that the surface 
has only been scratched to date, 
considerable progress has _ been 
made. 

By the end of this fiscal year | 
June 30, an estimated 165,000 adults | 
and youths will have been subjected | 
to some form of sales training made 
possible by federal funds. During | 
the first year of operation of the! 
program, the period ended June 30, | 
1938, students in distributive educa- | 


tion courses numbered 36,000. The | 


next year the total jumped to over | 
88,000, and last year it was over) 
129,000. 
Provides Two-thirds of Funds | 
Since there are between 8,000,000 
and 10,000,000 people employed in 
some phase of distribution, the sur- | 
face has truly only been scratched. 
But the growth of the program since 
it was started in 1937 would seem 
to indicate that its effect may some | 
day be felt more importantly. 
Congress passed the George-Deen 
Act in 1936, and it first took effect 
July 1, 1937. This law, in addition 
to providing funds for the expansion | 
of vocational education in agricul-| 
ture, home economics, and trades 


| and industries, put the United States 


Office of Education in the sales’ 


| training field for the first time. 


The law provides that until June 
30, 1942, fund allotments by the 
U. S. are to be matched by state 
appropriations on a 50 per cent 


basis. In other words, states must 
pay $1 for every $2 of federal 
money. By 1946, states will be re- 


quired to match federal funds dollar 
for dollar. 

In the fiscal year ended June 30, 
1938, the first year of the program, 
total expenditures by federal, state 
and local governments for distribu- 
tive education amounted to $643,000. 
In 1939, the total was $817,640, and 
in 1940, $1,074,000. The estimate 
for this year is $1,300,000. 

Distributive education courses are 
now offered in every state in the 
country except Nevada, and in the 
District of Columbia, Hawaii and 
Puerto Rico as well. The number 
of cities included in the program 
will probably reach 1,100 this year— 
more than three times the number 
in 1938, the first year. 


All Types of Courses 


Courses offered take almost every 
conceivable form—from copywriting 
to butchering. Both youths and 
adults are included, and types of in- 
struction offered vary between 
broad limits. Youthful trainees for 
retail jobs, who work part time and 
go to school part time, may be 
taught such courses as store arith- 
metic, customer relations and adver- 
tising display. 

Adult salespeople may be offered 
such courses as fashion merchandis- 
ing, retail salesmanship, consumer 
relationships, study of textiles, etc. 
More advanced adults, such as ju- 
nior executives, buyers and depart- 
ment heads, may have their choice 
of preparation of advertising, prin- 
ciples of retailing, market research, 


personnel management and _ eco- 
nomics of fashion. Even more 
advanced subjects are available for 
store owners, managers and top 
executives. 

Administration of this vast dis- 
tributive education program is 


— 


Education division, is direct], jp 
charge of administering the pro 


of distributive education. B. Fan, 
Kyker is chief of Business Educ yy 
| Service. 

Mr. Kyker and his aides irk 
with state education boards nd 
through them, local = educ: ‘ion 
boards. States wishing to joi: the 


program prepare a plan for sul jis. 
sion to Washington. If appr: ved. 
the program is started with 
education boards paying the ost. 
billing the state education | 
which in turn bills Uncle Sar for 
his share. 


Trade Associations Like I 


An important part of the p! in js 
teacher training, which is the re. 
sponsibility of the various state 
boards of vocational education. Part 
of the cost is paid by the U. S. (ffice 
of Education. 


As Mr. Kyker pointed ot to 
ADVERTISING AGE today, the program 
gains its greatest support from a 
long list of national trade associa- 
tions. The program is a natural for 
such groups, some of which had 
their own sales training systems 
until enactment of the George- Deen 
Act made it possible for them to join 
hands with the government. 

One of the problems in distribu- 
tive education is finding suitable 
instructional material, and it is in 


| that respect that trade associations 


are most useful. A meat packer’s 
group, for example, may have a 
manual for butchers which is useful 
in training. 

Nine out of every ten trainees 
under the program are adults, and 
the rest youths 14 or over who work 
and go to school at the same time. 


DRAMATIZE YOUR 
TRADEMARK 


AMERICAN 
TIGER BRAno 


WIRE fore 


Point-of-Purchase Displays 
for Increased Sales! 


Made of Plastique Mache, this *: 
round tiger is the dramatized tradema 
of the American Steel & Wire Co. Ou 
Plastique Mache is more durable #¢ 
adaptable. It is light-weight and ine 
pensive. Let us help design 4 drame- 
tized trademark for you. 

Gardner makes them from soft rubbe 
plastique mache, moulded rubber, 'e*" 


istically colored; animated || you 
' affiliate 


IDEAS 


sire. All made in our own 
factories. AND we furni 
Write or phone. 


GARDNER DIS?LAY 


16 West 6ist ST., NEW YORK Cl! 
Circle 5-7590 


477 MELWOOD ST., PITTS® IRGH,P 
MA yflower 944- 


masennennnnsnnnnnannanss® + <ss882* 
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BILLIARDS AND BASEBALL ARE THE SAME GAME 


BILLIARDS and baseball are fundamentally the same invented. IN THIS, we see an advertising lesson. Of 
game. THEY’RE just variations of the same basic prin- 
ciple of hitting a ball witha stick. 


squash, badminton, golf, lacrosse, cricket, and ping pong. 


few products can it be said...“There’s no new way to 


SO ARE tennis, polo, advertise them.” THE RIGHT agency, using ingenuity 
and imagination, can find new ways of “hitting the ball 


And so will be new “stick and ball” games not yet with a stick.” 


Young & Rubicam, Inc., apvertisine 


NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO - HOLLYWOOD - MONTREAL - TORONTO 
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ADVERTISING AGE 


May 5, 194) 


Buys Printing Company 
William S. Henson, vice-president 
and general manager of J. M. Col- 
ville & Son, Dallas printing com- 
pany, has purchased the company, 
which has been incorporated under 
the name of William S. Henson, Inc. 


Allen Named by “Topics” 

William T. Allen, formerly sales 
manager of the prescription ware 
division, Owens-Illinois Glass Com- 
pany, Toledo, has become assistant 
to Aglar Cook, publisher of Drug 
Topics and Drug Trade News, New 
York. 


a4 was a 
Big k'sagus Ad Man 


Way back in 60 B. 
doings of the Roman 
specially constructed bulletin boards. 
He would have thrilled at today’s 
better offset produced by Roto-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 
DEA.85S7 + HEM.22Il. 


C. he advertised 


senate on | 


APRIL LINAGE FOR CANADIAN 


MAGAZINES 


- 1941 —1940 ~ 
Pages Lines Pages Lines 
Canadian Home Journal 48.1 3,688 47.7 3,421 
(anadian Homes & Gardens $2.8 2,036 $0.7 27,364 
Chatelaine 41.8 29,226 45.7 O19 
Liberty $2.1 13,790 2.3 13,858 
Maclean's 0 41,307 65.4 45,770 
Mayfair S.2 6,437 s.0 4,004 
National Home Monthly 17,642 0 21,493 
Total Grouy 194,12' 12,929 
Display, Including Poultry and Livestock in Canadian Farm Papers 
a*Canadian Countryman 35.7 24,966 46.2 3 09 
Country Guide & Nor’-West Farmer 27.7 19,937 7.4 19,750 
Family Herald 
Eastern Edition 42.1 42,102 47.6 47,59 
Western Edition 15.5 55,490 36.3 36,265 
*Farm and Ranch Review 14.2 10,190 14.% 16,762 
*Farmers’' Advocate & Home Magazine 4 25,776 43.6 30,525 
Farmers Magazine i 22,648 24,176 
itree Press Prairie Farmer 10.4 44.598 44.4 45, S8¢ 
Western Producer 1 tO4 25.1 369 
Total Group Os 637 
Supplied by Publishe Infor ition Hu iu, | 
Semi-monthly both issues included 
Weekly March linage 
i Bi-weekly 


noon 
| has 


been 


newspaper 


| Buys “Sandusky News” 


The News, Sandusky, O., after- 
founded in 
purchased by 
| Newspapers, Inc., publisher of the 
Sandusky Register and Star-Jour- 
nal. 


Plan Seiberling Drive 


An extensive dealer cooperative 
advertising campaign, using approx- 
imately 500 newspapers, has been 
planned by the Seiberling Rubber 
Company, Akron. Meldrum & Few- 
smith, Cleveland, is the agency. 


1934, 
Sandusky 


|mitted to 


Urges Curb on Liquor Ads; 
Asks Beer Tax Increase 

Liquor advertising of any nature 
would be prohibited in Michigan 
under terms of a bill introduced in 
the legislature by Sen. C. Jay 
Town, North Adams Republican. 
Only liquor dealers would be per- 
display signs at their 
places of business, with the size of 
such signs limited to 720 square 
inches. 

Rep. Fred Kircher, Lansing Re- 
publican, has offered a bill which 
would levy an additional $1 tax on 
beer brewed by out-of-state manu- 
facturers. 


Camera Elects Simler 

W. E. Simler, formerly with 
Crowell-Collier Publishing Com- 
pany, New York, has been named 
vice-president of the U. S. Camera 
Publishing Corporation, New York. 


To “Chain Store Age” 

Bert Hartman, recently with 
Brown & Bigelow, St. Paul, has 
joined the sales staff of Chain Store 
Age, New York. 


{ BEHIND THE SCENES IN RADIO ADVERTISING ] 


“After all, you can’t do everything around the shop. Why 


not let NBC Radio-Recording lend a hand or two?’ 


“What can they do to help me?” 


, 


“Listen, pal, when it comes to helping us agency men 


develop a spot program idea, they’re the works. Why, 


NBC’ll write, cast, produce and record that show for you from opening fanfare to 


sign-off. Yes, and after it’s recorded, handle the processing, manufacture and dis- 


tribution of your records.” 


“Lovely! But I haven’t that kind of money.” 


“What kind of money? Son, NBC’ll work with you regardless of your budget. 


I know! They've helped me whip more than one program into shape.” 


Whatever your recorded-program need 


* * * 


a series of simple announcements or a 


full-length script or musical show, we'll work with you from seript to finished press- 


ing 


in whole or in part 


means reproduction at its best. 


and record your show NBC ORTHACOUSTIC*, which 


Let's team up... Write or telephone today and outline your program problem. 


RCA Bidg., Radio City, N.Y 


® Merchandise Mart, Chicago @ Trans-Lux Bldg, Washington, D.C 


* Kegistered 


Prademark 


Radio-Recording Division 


A Radio Corporation of America Service 


© Sunset and Vine, Hollywood 
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Alligator Copy 
in Triple-Threat 
Bid for Sales 


St. Louis, April 30. — Alli; 
raincoat copy is hitting the 
of general and trade publications 
this season with a triple-threa? at. 
tack whose potency is expecte) to 
be vigorously 


manifest when , 
the total score | weeme, ¢, é 
is tallied. The Syie ’ sea Ain 
campaign runs | AL 
all year, with the RIGATOR | 
insertions —4 
q — 

stepped up dur- 
ing the rainier / 
seasons. The “ Coocner 

One ofthe copy “’~*#* r 
techniques, be- su oY 
ing used in gen- ah A 
eral magazines, \ 


makes use of the 
related selling .. 
idea by appeal- (ce 
ing to the new « 
suit buyer with 
the headline, 
“Keep that suit 
looking new, get 
an Alligator, 
too!”” Prospective 
customers are urged to “see the 
complete line of Alligator y 
proof and water repellent rainwea) 
at better dealers everywhere.” This 
type of copy is appearing in ict 


petew poeecte 


ausicages 


oss 


a) 
a 


Magazine copy. 


+ 
LCT. 


ranging from eighth to half pages 
in Collier’s, Esquire, Field & 
Stream, Golfing, Life, The New 


Yorker, Outdoor Life, The Saturda 
Evening Post, Sunset and Tin: 


Keyed to Weather 
Newspaper advertising cop, 
been prepared for use by dealers 
which ties in with the newspaper's 
weather report. If the official 


weather forecast calls for rain the 
small one-column newspaper cop) 
is keyed with the box head 
“Weather Forecast: Rain. Get you 
Alligator Raincoat today.” Othe 
newspaper mats that tie in with 
the national advertising also are 
available. 

The third angle of the Alligato 


copy, being used in trade publica- 
tions, is an appeal to the industry 
in page space for “absolute truth- 
fulness in rainwear advertising and 
selling. We insist that no garment 
be called ‘water repellent’ unless it 
has been definitely water repellent 
processed. That no garment be 
called ‘waterproof’ unless it ib- 
solutely waterproof. And that the 
term ‘rainwear’ can only be used 
when the garment has been deti- 
nitely waterproof or water 
lent processed.” This plea is being 
made in Apparel Arts, Boys’ Oul- 
fitter, Men’s Apparel Reporter and 
Men's Wear. 


Offer Display Material 


repel- 
repel 


Dealers are enabled to tie in wit! 
these advertising programs with 4 
complete array of display material 
for use both in windows and inside 


the store. Ruthrauff & Ryan, Chi- 
cago, is the agency. 


FOR PRINTING PLATES OF STERLING QUALITY 


a 


" STERLING. 
~ ENGRAVING 


COMPANY | 


PHOTO-ENGRAVING IN COLOR PROCESS. 
BLACK AND WHITE, BEN DAY, LINE 


WET-PROOFING ON FOUR CLAYBOURN 
AUTOMATIC 4-COLOR PROOFING PRESSES 


DAY AND NIGHT SERVICE 


304 £. 45TH STREET, NEW YORK, ¥.' 
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Never Underestimate the Power of a Woman! 
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WOMEN’S CLOTHING ... 62% 


Chicago department stores and specialty shops last year 


placed in the Tribune 62% of their newspaper appropria- 
tions for advertising women’s clothing. Why? Because 
the Tribune sells more to women. For the same reason they 
placed 49% of their entire newspaper appropriation for 
women-appeal advertising in the Tribune. This was 126% 
more than they placed in the next Chicago newspaper, 
and more than they placed in the next two Chicago 
newspapers combined. 

That record should be impressive to other advertisers 
who want to sell Chicago women. Retailers must get fast, 
volume buying action. They advertise where they know 
they get the best results. 

Retailers build their advertising plans around the 


Tribune because it reaches and influences Chicago's large- 
constant audience of women. Tribune circulation is ove 
1,000,000 net paid every day of the week. That's fron 
585,000 to 620,000 more daily circulation than othe 
Chicago daily newspapers have. And from 295,000 1 
770,000 more Sunday circulation than other Chicag 
Sunday newspapers have. 

Right in metropolitan Chicago the Tribune has mo 
daily circulation than any two other Chicago daily new 
papers combined. It has more Sunday circulation in C} 
cago and suburbs than the two other Chicago Sunda 
newspapers combined. 

When you can have more, why take less? If you have 
product to sell Chicago women, do as Chicago retaile 
do... put the Tribune at the top of your list. Rates p 
100,000 circulation are among the lowest in Ameri 
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if, you want 


to se 


Wom 


ll Chicago 


en, do as 


Chicago Retailers 
do... 


WOMEN’S SHOES 587% 

a 7 . . . . ° . . . 
Because the Tribune gets greater buying action from women, 
Chicago department stores and specialty shops last year placed in 
the Tribune 58° of their total expenditures for advertising 
women’s shoes in Chicago newspapers. 


F 
, BAA aN 
LINENS, CHINA, GLASSWARE. . . . 60% 


So convincingly has the Tribune demonstrated its ability to 
produce crowds of women buyers that Chicago department stores 
last year invested in the Tribune 60° of their newspaper adver- 
tising expenditures for linens, china and glassware 
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HOSIERY, CORSETS, BRASSIERES . . 53% 


The Tribune has effectively demonstrated its “way with women” 
Consequently, this newspaper, in 1940, received 53° of the 
money Chicago department stores invested in newspaper adver- 
tising for hosiery, corsets and brassieres. 


Mm Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Average net paid total circulation: Daily, over 1,000,000; Sunday, in excess of 1,200,000 


TRIBUNE LEAD IN LINAGE OVER NEXT CHICAGO NEWSPAPER 
Total General Retail Dept. Store 
Advertising Advertising Advertising Advertising 
1932 1940 1932 1940 1932 1940 1932 1940 
20% 73% 23% 52% 6% 67% 8%" 72% 
ry 4 - eel 
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Sport Publishing Moves 


Sport Publishing Company, New 
152 W. 42nd 
Sport 
Spectator, will be launched with the 


York, has moved to 


street. A new _ publication, 


November, 1941, issue. 


Nicholas to WIRE 


Station WIRE, Indianapolis, has 
appointed Ted Nicholas local sales 


manager. 


BUSINESS PAPERS 


Who Advertised and Where 
When They Advertised and How Much 
Allin 


BRAD-VERN’S REPORTS 


Shulton Ventures 
Into Toiletries 
and Make-up Field 


New York, May 1.—Venturing for 
the first time into the thickly popu- 
lated cosmetic field, Shulton, Inc., 
will make news in the industry 
this month with the launching of a 
new line of make-up and toiletries 
in leading department stores 
throughout the country. 

Named Desert Flower, the line 
will incorporate a new idea in cos- 
metic packaging by the use of Mys- 
tite, a pale pink plastic product, for 
durable containers. Bottles and 
boxes will be sold as permanent ac- 


with refills available for every item 
with the exception of lipstick, rouge 
and compact powder. 

Including dusting powder, toilet 
soap, perfume, toilet water, talcum, 
compact powder, and five shades 
of lipstick, face powder and paste 
and dry rouge, the Desert Flower 
line will be introduced in coopera- 
tive advertising the middle of May. 
National advertising, probably in 
the fall, will follow complete dis- 
tribution. Rouge and lipstick will 
be sold at $1 and face powder at 
$2.50. 

Starting out in 1933. Shulton pro- 
duced soap novelties until 1937 
when its first complete line of 
toiletries, Early American Old 


brought out last year. Both lines 
include talcum powder, toilet water, 
bath salts, perfume, dusting powder, 
sachet and soap. 


Changes to Foley Agency 


Stanley Kaye Advertising Agency, 
Cleveland, has changed its name to 
Foley Advertising Agency, under 
ownership and management of Rob- 
ert B. Foley and Helen M. Little. 
Both were associated with the late 
Stanley Kaye, who was fatally in- 
jured in an auto crash Dec. 25. 


Porter Appoints 
J. E. Porter Corporation, Ottawa, 


Ill., maker of playground equip- 
ment, has named Kenneth B. Butler 


uk a? 


135-21 Union Tnpk., Flushing, N.Y. 


cessories for the dressing 


table, 


Spice, was launched. Early Ameri- |g Associates 
can Friendship’s Garden was | handle advertising. 
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ATIONAL and foreign airplane orders total- 


ing far in excess of a_ billion dollars are 
actually under way in Los Angeles County aircraft 
plants— with more on the way! Couple this with 
more than $250,000,000 in marine and naval 
orders and an equal amount for everything from 
tents to cartridge cases...all being produced in 
Los Angeles County solely for national defense 


and foreign armament needs! 


While all this means swelling payrolls and bulging 
purses, do not forget that Los Angeles County 
is normally an industrial giant—ranking fifth in 
the nation! First in’ both aircraft’) and motion 
picture production, second in automobiles and tires 

.and on through a diversified list. Here, too, is 
a population of 2,785,643 with an effective annual 
buying income of more than $2,200,000,000!* 


Truly, one of the world’s greatest markets! 


Cover this outstandingly rich and fertile field with 
The Evening Herald and Express — FIRST in ABC 
city circulation, and reaching over 35,000 more 
families in this zone than any other daily paper 
... FIRST in city and suburban circulation .. . 
FIRST in total circulation among all daily news- 
papers in the West! 


*From Sales Manacement s 1941 Surveu of Buuing Power 
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HERALD-EXPRESS 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


—— 


FRANK ANSWER 


il 


Hitilildie 


Patti 


GERM PROCESSED 0% 
BRONZ ZZ GASOLING 


| Continental Oil Company gives a frank 


explanation of its policy in giving away 

its unique Touraide books in this 800-line 

copy now appearing in newspapers in 

the Conoco territory. Tracy-Locke-Daw. 
son is the agency. 


‘ . a 
“I Live on Air” Tells 
Lively Radio Story 

A. A. Schechter, director of news 
and special events for the National 
Broadcasting Company, is a con- 
tribution of the newspape! rid 
to radio and, after reading Mr 
Schechter’s and Edward Anthony’s 
“IT Live on Air,” nobody can ever 


say that newspapers “never gave 
radio nothin’.” The successes and 
failures of Mr. Schechter in build- 


ing a radio news organization are 
enlightening and enlivening and, in- 
ferentially, they picture in dramatic 
fashion the rapid pace at which the 
radio industry has developed and is 
developing. 

Mr. Schechter’s co-author is co- 
author of “Bring "Em Back Alive.” 


- The book, “I Live on Air,” is pub- 


lished by Frederick A. Stokes Com- 
pany, New York, and sells for $3.75 


Gets Two Accounts 

Sidener and Van Riper, Inc., In- 
dianapolis, has been appointed by 
Pierce Governor Company, Ander- 
son, Ind., maker of speed governors 
and automatic chokes; and Elec- 
tronic Laboratories, Inc., Indianap- 
olis, builder of aircraft lighting and 
electrical equipment. 


Names Southwest Dailies 

The Daily Ledger, Okemah, Okla., 
has appointed Southwest Dailies, 
Oklahoma City, as its national ad- 
vertising representative. 
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PHOTOS 


Write for Photo Library 
of 2000 Subjects 


KAUFMANN FABRY 


425 S. WABASH AVE. CHIGAGO 
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big Philadelphia paper 


can make this statement 


Bncs have happened in the Philadelphia newspaper 


world... startling things from the advertiser’s angle. 


On a matter of policy...cireulation policy...the new management of 
the EVENING PUBLIC LEDGER ean make a statement unique in 


Philadelphia today. 


While other big Philadelphia newspapers are engaged in large space pro- 


motion of circulation through insurance policies ...premiums...and prize 


IN THE FIRST contests...the EVENING PUBLIC LEDGER stands aloof from the seramble. 
: — te) 
THREE MON rt 
or 1941 TH E No insuranece...no premiums...no contests...are being offered to build 
EVENING PUBLIC LEDGER circulation for the Philadelphia EVENING PUBLIC LEDGER. 
. GC! ED 
HAS GAIN ee ee ee , , , 
114.182 LINES The EVENING PUBLIC LEDGER is building permanent circulation on its 
oF DIS PLAY editorial merit and interest. No other big Philadelphia newspaper can make 
ADV ERTISING that claim today! 


EVENING 


SPOKESMAN OF PHILADELPHIA’S NEW PROSPERITY 


NATIONAL REPRESENTATIVES: PAUL BLOCK AND ASSOCIATES 


I€ LEDGER ] 
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Challenges Need 
of Utilities to 
Do Advertising 


Washington, D. C., April 29.—It 
is not necessary for any company in 
the light business to advertise and 
utilities which use paid promotion 
do so “clearly for the purpose of 
subsidizing the press,” it was 
charged here in Congress yester- 
day by Rep. Walter M. Pierce, Ore- 
gon Democrat. 


Rep. Pierce, who was once in the | 


power and light business himself, 
cited “a tremendous increase of pri- 
vate utility advertising since pub- 
lic power discussions have been go- 
ing on” in Oregon and Washington. 


Cherry Joins Stover 

Fred Cherry, previously with 
United States Advertising Corpora- 
tion, Toledo, and Station WMMN, 


Out After World 
Fairmont, W. Va., has joined John 


Stover Company, Columbus, 0. Fashion Crown 


ay: | Miami, Fla., April 29.—If the 
| Fashion Group Coordinators has its 
Love Transferred |way, Miami will soon be in the 
James S. Love, manager of the | thick of the fight for recognition as 
Atlanta office of Leo Burnett Com-|tne world’s style center—a 
pany, has been transferred to the | ; - = 
agency’s home office in Chicago. | 'eluctantly relinquished by Paris. 
The Atlanta office will be closed, it} The Coordinators, headed by 
is reported. | Maybelle Manning, announced this 


a week their exclusive occupancy- 
Verst Enlarges Offices |to-be of an 1l-story building now 
Verst Publishing Company, Chi- 


Miami Group Sets 


| being rushed to completion. It will 
cago, publisher of Successful Grocer | be known as the Fashion Mart and 
and Wholesale Grocer News, has 


will house headquarters of the 
moved to larger quarters at 176 W.|8Toup as well as Miami designers 


Adams street. |and manufacturers, a dozen 


title | 


of 


whom have pledged their coopera- 
tion. Out-of-state garment makers, 
the Coordinators claim, are explor- 
ing possibilities of moving to Flor- 
ida. They may be granted special 
inducements to move to the Mart. 
The Miami Chamber of Commerce, 
seeking steady year-round payrolls, 
is enthusiastically backing the plan. 

What chances the Coordinators 
have of grabbing the fashion title 
can’t be told now, but the Miami 
set hopes to develop new styles, 


| new colors—based on natural hues 


of the subtropics—and a= great 
variety of designs. Lines will in- 
clude sportswear, evening clothes, 
daytime dresses, travel clothes and 
some men’s wear. 

The group plans to go after the 
South American market with a 


Pan-American show in Miami 
dispatch of a goodwill ambass 
south to drum up interest and 
vey taste in clothes. Eviden 
the acceptance of Miami-deve] 


tors, is widespread use of “wh 
woolens,” originated by fa 
experts connected with the gro 


Fondren to KLZ 

Elmer Fondren, formerly 
Stations KGNC, Amarillo 
KGGM, Albuquerque, has 
| Station KLZ, Denver, as pron 
manager. 


Named to Four A’s 

Lennen & Mitchell, Inc., 
York, has been elected to me: 
ship in the American Assoc 
of Advertising Agencies. 


“It would be amusing to estimate | 


the costs of such advertising and to 
note the favorably placed news ar- 


ticles and editorials about rate re- | 


ductions and the virtues of the pri- 
vate operators,” he said, “except 
that indignation follows because the 
costs of the advertising are all 
charged back to the people who 
turn the switches.” 

Rep. Pierce argued that it was 
unnecessary for light companies to 
advertise because they have no 
competition and the product is all 
the same. He charged that “many 
a paper, depending for its very ex- 
istence upon its advertising col- 
umns, is glad to welcome the power 
company representative who brings 
the copy, although the editor must 
know that it is a subsidy and 
given to influence news and edi- 
torial columns.” 

The 79-year old Congressman, 
who is an ex-governor of Oregon 
and a veteran of five terms in the 
House, also mentioned the familiar 
Chattanooga News case. He quoted 
the Federal Trade Commission re- 
port which held that Common- 
wealth & Southern Corporation 
spent $25,000 to kill the newspaper 


is 


because of its espousal of public | 
ownership of utilities. He also 
quoted an FTC report “showing 


how the National Electric Light As- 
sociation, now the Edison Electric 
Institute, spent $25,000,000 to $30,- 
000,000 a year corrupting the public 
mind, largely through the 
papers.” 


news- 


Berger to Speak 

E. W. Berger, assistant advertis- 
ing manager, Chevrolet Motor Di- 
vision, will discuss factory opera- 
tions in the motor industry as one 
of the chief speakers at the annual 
convention of the Association of 
Newspaper Classified Advertising 


Managers, at Milwaukee June 23- | 


26. The talk will center on details 


deemed vital to newspaper classified | 


advertising chiefs who are _ inter- 
ested in building used car linage. 


Crawford with WOR 


William Crawford has joined the 
promotion department of Station 
WOR, Newark. He was formerly a 
copywriter for J. Walter Thompson 
Company, New York. 


ma 
Oe 


| 


Ao Lise says- 


| “The hardest client to handle is 
the one who won't take ‘yes’ for 
an answer. Who keeps his adver- 
tising on a business basis. That 
means work in any agency!” 

. 


Look for Ad Libh's adventures in 


advertising—next week in this paper. 


styles, according to the Coord); 
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MERCHANDISE... 


IT TAKES EMOTION TO MOVE 


BETTER HOMES & GARDENS IS 
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Plug-Chek’ Key 
to Auto-Lite’s 
Sales Campaign 


Tc'edo, May 1.—One would ex- 
pect a spark plug advertising cam- 


age frequent checks on spark plug 
operation with increased spark plug 
sales as a natural corollary. A 
formidable procedure has _ been 
developed by the company to lend 
merchandising oomph to the check- 
up. An indicator shows how the 
spark plug should look when oper- 


showing before dealer and other 
groups. 

The Detroit office of Ruthrauff & 
Ryan handles the account. 


G. W. Meyers Made A. M. 


Benner Tea Company, Inc., Bur- 
lington, Ia., has appointed George 


paigi to produce a red hot flash of | ating satisfactorily and how it looks|W. Meyers, former advertising 
merc andising flame at the point- under other conditions. There’s a Manager of Ford-Hopkins Company, 
sf-se'e and the current drive of the | heat range chart. There’s a spark a we es 
Flect ic Auto-Lite Company’s mer-| plug cleaner. There’s a gadget for — me cn A. Er, WHO 
™ a age ; ‘ : ,.|resigned to accept a similar post 
chandising division does just that.| regapping electrodes. Then there's 


with a Chicago coffee company. 


But also reaches into the realm|the correct way of installation. inde 
f hard-hitting mailing pieces, win- | Among Auto-Lite traffic builders rnin 
dow transfer, data book, indicator,| are outdoor posters, space in The Co g Glass to ANA 
stringer card, button—all of them | American Magazine, Collier's, Lib- “es Rang Mina ges ch a 
identified by the name “Plug-| erty, Life, Look, Popular Mechan- ship 1. an caaiaee po ‘National 
Chek.” ics, Popular Science, The Saturday | advertisers. W. A. Kates general 
In fact, “Plug-Chek” is Auto-| Evening Post and Time and road gales manager, will represent the 
Lite’: gift to its dealers to encour-| signs. There are also movies for company. 
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ES, IT’S A MAJOR OPERATION... putting a new “face” on a 
cherished friend: the home they own and love. Would they 
think of skimping on either paint or painter? Not much! This 


ig fisn’t any home, it’s the7r home. And that makes all the emotional 


difference (and all the guality difference) in the world! 


This intense interest in every detail of home-building and home- 


aintenance is characteristic of people whose lives center around 


home, garden, children. Wherever you find such people...in big 


towns or small towns or in-between... you find ove book to 
which they look for down-to-earth help: Better Homes & Gardens. 


Whether it’s painting or papering, planting or planning menus, 
Better Homes & Gardens tells them what they want to know. 
lt touches the emotional well-springs of home life as no other 
magazine in America. It’s a book people buy so they can spend. 
That's important, Mr. Advertiser. And this is equally important: 


Because Better Homes & Gardens enables you to tell your 
tory, at One time, to 2,200,000 above-average families, it gives 
jou America’s Biggest Suburban Home Market. Not only the 
ight kind of families but enough of them to make it your best 
volume market! Meredith Publishing Company, Des Moines. 


MORE THAN 2,200,000 FAMILIES 


Home Market 


Oi Companies 


Use Individual 


Sales Approach 


Sovereign Service Hits 
Market with Direct 
Mailings 


Wichita, Kans., April 30.—Devel- 
oping the individual customer 
rather than broadsiding the petro- 
leum products market is the latest 
advertising technique to be tested 
and released on a wide scale basis 
by Sovereign Service in meeting 
major oil company competition. 
This unit’s 1941 campaign, which 
has just been released, is built 
around direct mailings to the indi- 
vidual dealer’s customers and pros- 
pects, according to Burton G. 
Wasser, account executive, Potts- 
Turnbull Company, Kansas City, in 
charge of the advertising. 

A coupon book and credit card 
system also were tested in 1940 and 
both will become an integral part 
of the campaign this year. 

Sovereign Service is common 
identification arrived at and con- 
tributed to by six independent pro- 
ducers and marketers of petroleum 
products. Its purpose is sales pro- 
motion of a high type of service 
station service rather than particu- 
lar products. At present 1,500 sta- 
tions of the super type are fran- 
chised under its banner. 


Six Refineries in Group 


Member companies supporting it 
are: the Derby Oil Company and 
Vickers Petroleum Corporation of 
Wichita; El Dorado Refining Com- 
pany, El Dorado, Kans.; Kanotex 
Refining Company, Arkansas City, 
Kans.; Yale Oil Corporation, Bil- 
lings, Mont., and the Panhandle 
Refining Company, Wichita Falls, 
Texas. 

Throughout Sovereign Service's 
history its advertising has continu- 
ously stressed that its dealers 
home town merchants and_ inde- 
pendents. This theme, according to 
Mr. Wasser, blends readily into the 
idea of a merchant requesting his 
neighbor's gasoline and oil business. 
Thus, the nine mailing pieces which 
have been designed—three for each 
spring, summer, and fall period 
go out to the dealer's customers 
under his signature. All expenses 
of this mailing, which is spaced at 
10-day intervals early in each of 
these seasons, with the exception 
of the postage which the dealer 
pays, is borne by the organization. 


are 


Features the Individual 


“Since more than 80 per cent of 
Sovereign’s stations are located in 
towns of 5,000 or population, 
the advertising features the local 
retailer and the service in equal 
prominence. To obtain more thor- 


less 


ough dealer cooperation, a_ strong 
plug for accessories is carried in 
most of the copy, since the margin 
of profit on gasoline itself is not 
large,’ Mr. Wasser said 

“During the past year we have 
tested several types of individual 


approaches as used by major oil 
marketers and adapted them to our 
By introducing the credit 
obtained 10,000 


past year and 


own use. 
card system, 
regulars during the 
will develop this system more thor- 
oughly during the present 
| paign,” he added 

“By establishing these credit card 
customers in both our services and 
products we will later in the year 
develop travel themes in our adver- 
tising which should influence these 
customers to make purchases from 
Sovereign Service stations on their 
trips.” 


we 


cam- 


15-Inch Advertisements 


In addition to the direct mail 
campaign, Sovereign will continue 
to make wide use of newspaper 


advertising. Plans at present call 
for copy in 300 newspapers in the 
18-state Central-West area in which 
it operates. Although in the past 
have been of 
tests have 


these advertisements 
varying 


sizes, recent 
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ANNUAL REPORT 


Every Day in 1940 
LOL Received 
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The 44” Year o STSIDE BEER 
Los Angeles Brewing Company _ will 
utilize this full page in the Los Angeles 
Times, Herald-Express and News this 
month to present its “annual report’ to 
the public. Lockwood-Shackelford Ad- 


vertising Agency is in charge. 


proved that the 15-inch size is most 
effective and all newspaper copy is 
gauged to this space for 1941 and 
will be paid for by the producer 
and dealer on a 50-50 basis. 

Preparedness and defense are the 
themes in all of the copy. “Pre- 
pare your car for the change in 
seasons and safe, comfortable, and 
economical driving,” “Defend your 
motoring against unnecessary ha- 
zards and expense,” and_ similar 
copy themes will be tied in at the 
stations with red, white and blue 
streamers and displays 

The copy carefully avoids “scare” 
development and_= is 
illustrated with 
in cartoon style. 


humorously 


soldiers or sailors 


AFA Fourth District 
Elects New Officers 


Norman McKay, advertising di- 
rector, Station WQAM, Miami, was 
elected Fourth District governor of 
the Advertising Federation of 
America at the closing session of the 
district convention in Miami. He 
succeeds Robert Bullard, St. Peters- 
burg. 

Other officers elected were: James 
Grady, Jacksonville, vice-governor; 
R. E. McCarthy, Tampa, secretary; 
and James Robertson, St. Peters- 
burg, treasurer. Jacksonville was 
awarded the 1942 convention. Elon 
G. Borton, national AFA president 
who spoke before the final meeting, 
stressed the new order in advertis- 
ing that will emerge from the pres- 
ent world crisis. 


Kenneth Collins 
Joins Kudner Agency 


Kenneth Collins, assistant to the 
general manager, New York Times, 
has resigned to join Arthur Kud- 
ner agency, New York, in a general 
executive capacity 

Mr. Collins was formerly vice- 
president and director of Gimbel 
Brothers, New York department 
tore, and before that vice-presi- 
dent and publicity director of R. H. 


Macy & Co., New York. 
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FREE OFFER \:" 


{ r 6,000 human interest 


EYE* CATCHERS, lic. 
10 East 38th Street, New York 
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To OPM Post 

H. G. Batcheller, president of 
Allegheny-Ludlum Steel Corpora- 
tion, Pittsburgh, has been appointed | 


All Newspaper 
Radio Licenses 


to the staff of the priorities divi-| ‘ 2 ‘ 
sion, Office of Production onus, Marked Pending 


ment. He will be the industrial 
users’ representative in the ferrous | 
metals and alloys division. 


Checks Package Design _ 

The Sutherland Paper Company, | 
Kalamazoo, Mich., has developed a | 
four-page checking chart to enable | 
manufacturers to appraise package 
designs. Characteristics discussed 
are attention value, appropriateness, | 
competitive comparisons, display 
considerations and memory factors, 
and room is provided for point rat- 
ings and notations. 


PROVEN 
PERFECT 


999/1000%, 


| interests. 


Washington, D. C., April 
Following its recent action in an- 
nouncing that new applications for 
frequency modulation broadcast fa- 
cilities by newspaper interests 
would be held in the “pending” file 
until after the newspaper investi- 
gation, the Federal Communications 


|Commission has adopted a similar | 


policy in regard to all newspaper 

applications for new 

broadcast stations. 
The new FCC policy, it was ex- 


| plained, also covers applications for 


transfer of control of existing 
standard broadcast stations to press 
The action is intended 
to protect newspapers from incur- 
ring heavy radio expenditures 
which might be wasted as the re- 
sult of the newspaper inquiry. 

No date for the fact-finding in- 
vestigation has been set as yet, but 


| will be set in the near future. 
| ting of a date will probably await 
|issuance of the monopoly and tele- 
| vision reports, both of which are 
|expected in the near future. 

30.— | 
| its policy on applications from press 
| interests that newspapers already 


standard) 


it is expected that a hearing date 
Set- 


FCC explained in connection with 


holding broadcast licenses will be 


| permitted to improve their facilities 
|if such changes are found to be in 


| the public interest and in conform- 
|ity with engineering requirements. 


Federal Advances Two 


Kenneth Plumb and _ Charles 
Wright, vice-presidents of Federal 
Advertising Agency, New York, 
have been elected directors of the 
agency. 


\Joins “N. Y. Post” 


Howard Van Bomel has joined 
the national advertising staff of the 
New York Post. He was formerly 
with N. W. Ayer & Son, New York, 
in the school and camp advertising 
department. 


Saturday's radio works 


for 


a living I and pulls 1,068,593 ‘votes’ in 5 


weeks for McKesson & Robbins 


A year ago nine 


‘ 


The time when commercial radio toiled not on Saturday is past. Consider 
KMOX in St. Louis. 


‘pioneering’ advertisers had Saturday morning and 


afternoon programs on KMOX. They were discovering that we can sell to 


the thousands of listeners we entertain, instruct and excite on Saturday 


just as well as we do on Friday or Thursday or Tuesday. 


Today there are twice this number—18 advertisers sponsoring a total 


of 25 quarter-hours on KMOX between 6:00 A.M. and 6:00 P.M. Saturdays. 


Typical among them is McKesson & Robbins, sponsor of a half-hour 


amateur program called “The Opportunity Hour” and broadcast each 


Saturday morning, with cash prizes for contestants who secure the most 


votes from the listening audience. In the very first week of the show, the 


votes totalled 132,807. The second week vote was 182,892. The third week 


went to 222,891 and the fourth reached 238,056. And in the fifth week 


291,947 votes were cast. A total for five weeks of 1,068,593! All voting was 


done in drug stores by CASH customers only. 


There are still some choice time availabilities in KMOX’ Saturday 


schedule. We, or any Radio Sales office, shall be glad to tell you how to 


take advantage of them. 


KM 


* THE VOICE OF ST. 


LOUIS + 50,000 WATTS 


Owned and operated by the Columbia Broadcasting System. Represented 


nationally by Radio Sales with offices in New York - 


Chicago 


Detroit - Charlotte, North Carolina - San Francisco - Los Angeles 


Getting Personal fi 


Reginald Rumwell, a.m., International Business Machines Corpora- 
tion, is celebrating the arrival of a son and heir, Melville Hawkes by 
name... ; 

The “Award of the Rake” has been presented to Robert A. Schmid, 
Mutual Broadcasting System adv. and pro. director, by the New York 
Advertising Club, which annually confers the award on ten young 
men, thirty or under, who have “exchanged the crying towel for the 
rake and scratched for their own opportunities rather than waiting 
for them.” .. 

Mac Martin, president, Erwin, Wasey of Minnesota, is a candidate 
for the Library Board of Minneapolis. . . 

Among advertising men helping to formulate plans for a naticona] 
campaign by the United Service Organizations for National Defense 
are Thomas D’A. Brophy, Kenyon & Eckhardt; Paul Holder, McCann- 
Erickson; M. H. Bent and George Tormey, Blackett-Sample-Hum»m ert: 
R. A. R. Pinkham, Lord & Thomas; Edward G. Wilson, J. Wa!ter 
Thompson; Taylor Adams, Arthur Kudner; Charles P. Hogen, N. w. 
Ayer; Barrett Brady, Compton, and Anthony Hyde, Young & 
Rubicam... — 


KATE SMITH COMPLETES TEN YEARS ON AIR 


This huge cake (even the microphone is edible) featured the party at the Astor 

in New York April 25 to celebrate completion of Kate Smith's first decade in 

broadcasting. Left to right are Ted Collins, Miss Smith's manager; the songstress; 

William S. Paley, president of Columbia Broadcasting System; and Clarence 
Francis, president of General Foods Corporation. 


F. H. Peter Cusick has left John Orr Young to devote all his time 
to his new job as executive secretary of the Fight for Freedom Com- 
mittee. . . Although Abbott Kimball, agency president, doesn’t insist 
that his secretary have red hair he thinks it’s “lovely,” according to 
the May issue of Mademoiselle where a number of business executives 
expound on their conceptions of the perfect secretary. . . 

Arthur Hays Sulzberger, publisher of the New York Times, and 
Mrs. Sulzberger have announced the engagement of their daughter, 
Marian, to Orvil E. Dryfoos, of New York. . . Following his recent 
arrival by Clipper, Michael Stiver, account executive of J. Walter 
Thompson’s London office, is conferring with agency officials in New 
York and Chicago. . . 

O. G. Schaefer, Eastern manager of Successful Farming, has re- 
turned from a visit to Costa Rica where he enjoyed himself as a judge 
at the national dairy show. It’s a hobby with him. . . Apparently 
Allen E. Norman, secretary, Fawcett Publications, doesn’t need any 
early season warm-ups. He stepped onto the Scarsdale Club links last 
Sunday and tied for sweepstakes honors. . . 

Harry Gamson, prod. mgr. at Roth, Schenker & Bernhard, Chicago, 
spends his spare time acting as a judge for the Illinois State Athletic 
Commission. He did his stint in the squared circle as a youth 
Under the general chairmanship 
of Edgar L. Bill, pres. of WMBD, 
Peoria, the city’s Better Business 
Bureau went comfortably over 
the top in its $10,500 member- 
ship-financial drive. . . 

Francis 8. Murphy, g.m., Hart- 
ford Times and WTHT, has been 
appointed Connecticut state 
chairman of the New England 
Flying Cadet Committee, which 
is assisting the Army in getting 
eligible men for training as air 
pilots, and Justin D. Hartford, 
publisher Herald, Portsmouth, 
N. H., has been appointed New 
Hampshire chairman. . . Walter 
C. Sage, advertising and promo- 
tion staff of the Hartford Times, 
has been informed by the War 
Department of his promotion 
from captain to major in the 
Quartermaster Corps Reserve. . . 


CONFER IN MIAMI 


“ wu 
a i ey 
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Mark Byron Ill, president of the Me™ 
Advertising Club (left), welcomes Robe" 


Art Tolchin, sales staff of Bullard, district governor of the Acver 
WHN, New York, became a_ tising Federation of America, to ‘he # 
father for the second time on "v4! convention of the Fourth Distr 


April 9 when 6 lIbs., 12 ounces 
of baby girl, named Patricia, arrived at Lenox Hill Hospital. . 
Cambere, copywriter and contact man for BBDO, New York 
has held a first lieutenant’s commission in the 307th Infantry 
been ordered to a year’s active duty and is stationed at Newark 
where he is handling public relations for the northern New J 
recruiting district. .. 
George Edward Staples, 
St. Louis Cardinals and 


Edgar 


secretary and 


publicity director o' ™™ 
active in St. , 


Louis advertising cir¢ 


“dean” of the “baseball business college” which the Cardinals c 
for executives of Cardinal farms. . . 
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The theme of this year’s conven- 
tion,““Advertising—Its Service to 
Democracy Today,” tells you 
quickly how significant this con- 
vention is going to be. This year’s 
program, under the direction of 
Clarence Francis, President of 
General Foods Corp., will un- 
doubtedly be one of the most out- 
standing presentations in years. 


TO ALL CFAC MEMBERS... 
It’s not too early to make your 
reservations now to attend! 


The Chicago Federated Adver- 
tising Club already is planning 
to send one of the greatest dele- 
gations it has ever sent to any 
convention to honor the retiring 


president of the AFA 
| and the past president 
of the Chicago Club, Chicago's 
own Elon Borton. 


All members of CFAC are in- 
vited to make the trip to the 
convention in the special cars 
being reserved for Chicago 
AFA delegates by the New 
York Central. For full details 
cal] Franklin 2100 today... 


ADVERTISING CLUB 


OR — read this and send in your 
reservation in order to be sure of a 
place on this special CFAC train. 


ONWARD... (fo finer engrovings! For expert service and superior 
quality call Franklin 5854 for a man from the organization that so 
generously sponsored and paid for this page... 


COLLINS, MILLER & HUTCHINGS, INC. 


Chiare Pho heengravnrs 


of midwestern advertising clubs who 


Special notice to all members 


are planning on coming through 
Chicago on their way to the AFA 
convention... 


CFAC invites all members of clubs going out of 
Chicago to Boston to join with us and take 
advantage of these special reservations. For 
further information write the secretary of The 
Chicago Federated Advertising Club, Sherman 
Hotel, Chicago, IIl. 


Women’s Advertising Club of Chicago 
plans special all-expense trips... 


(Rhumba and Conga lessons are yours for the 
asking—that offer in itself should clinch any 
indecision on your part. How about it?) WRITE 
OR PHONE MAE McCAIN at 100 East Chicago 


Avenue, Delaware 6277, for information. 


OEE E REET EEE EEE EEE EEE EEE EE EE EEE EEEEEEEEEEEEEEEEEEEEEE EES 


NAME 


CFAC Yhewman Holel, Chicago 


You bet I want a reservation in the special CFAC 
section that leaves Chicago Saturday, May 24, 1941, 
on the New York Central. Set aside space for me 


now and call me immediately, giving me full details. 


FIRM 


ADDRESS 


PHONE 


+" Spd? > é eu 
ere 


The round-trip rail fare and one-way pullman cost 


for the trip in the special CFAC cars is: 


ne ee $64.95 
NE CE OUR nccccsatevshonebns 67.80 
ee, ee 62.10 each 
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Joins Outdoor Displays 
M. Jay Stead has joined Outdoor 
Displays, Inc., and Cream City Out- 


door Advertising Company, Inc., 
Milwaukee, as contact representa- 
tive. 


the TWINS hold the key 
to the 


TEXAS GULF COAST 


The TWINS are the ONLY combination 
blanketing the heart of the rich Texas Gulf 
Coast. The TWINS will SELL for you 
while they SAVE money through = their 
combination rates and BONUS POINT AD 
VERTISING. Write for selling and survey 
information. 


National Representatives; THE BRANHAM CO. 


Graduation Tops 
Sales Appeals 


in Elgin Copy 

Elgin, Ill., May 1.—All the Elgin 
Watch Company needs for an ad- 
vertising theme this time of year 
is that old American tradition that 
a youngster can scarcely graduate 
from high school or college these 
days without a diploma in one hand 
|and a watch in the other. And in 


! 
| 
| 


| 
| 


displays, mewspaper advertising, | 
mailing pieces, outdoor posters, bus 


|and car cards, radio transcriptions, 
|/seven movie playlets and theater | 


harmony with that tradition Elgin | 


copy goes something like this: “It’s 
an Elgin De Luxe from Dad. 

Grandfather gave him an Elgin for 
graduation, too!’’ Or it may be the 
more staid headline, “America’s 
master timepieces in beautiful new 
styles for graduation!” Or, “Col- 


| with 


lege seniors name Elgin ‘first choice . : : ; 
| ties them up with Elgin ownership 


for graduation!’ ” 

These advertising stories of Elgin 
|honors for scholastic achievement 
'are scheduled for Collier’s, Esquire, 


| Liberty, Life, Look, Newsweek, The | 


| Saturday Evening Post, Time, and 
|True Story during those May days 
when seniors are taking their last 
look at scholastic halls and mother 
}and dad are wondering just what 
| ought to be done for the kid. Elgin 
|not only is answering mother and 
|dad’s question with magazine space 
| but also with window and counter 


| 
| 
| 
| 


slides. 

But that isn’t all that Elgin has to | 
talk about in this year of national | 
defense preparations, with young 
men flocking to training camps to} 
do their stint for Uncle Sam. “Give | 
your service man a new Elgin serv- 
ice watch” is the theme of special | 
newspaper copy prepared for deal- | 
ers. 

Elgin already has run a series of | 
advertisements this year linking 
Elgin watches with American style | 
leadership and clinching the point | 
testimonials from such big 
names as Gladys Swarthout, Helen 
Menken and Cecil B. de Mille. Other 
Elgin copy, playing up what it calls 
its “Hall of Fame” personalities, 


as “worthy companions.” 
J. Walter Thompson Company, 
Chicago, is the agency. 


Shoe Chain to Peck 


John Irving Shoe Corporation, | 
Boston, has appointed Peck Adver- | 
tising Agency, New York. The com- 
pany operates the John Irving, Em- 
pire, Wilson, Mary Jane and Crosby 
chains of retail shoe stores in East- | 
ern seaboard states from Massa- | 
chusetts to Virginia. 


| 


New products have an appeal all their own. These new prod- 


ucts, each listed once in AMERICAN BUILDER'S Reader Service 
Department, pulled inquiries as follows: an improved floor 
nailing device, 172; a new ceiling-type ventilating fan, 85; 
packaged, pre-cut fireplace stones, 73; a cement that stops 


leaks in masonry walls, 157. 


But what can be done for staple products like cement, coal, 
wire, or paint, that have been used and advertised for years? 
Give them new glamor? Sure, by offering well written supple- 


mentary reference literature, 
material. 


planning ideas, or how-to-do-it 


For example, these staple items, each listed once, 


pulled inquiries as follows:* a pocket-size painting handbook, 
164; concrete reference table, 362; a manual of house chimney 
construction, 252; how to build outdoor fireplaces, 102; guide 


to house wiring, 254. 


Building products properly presented in AMERICAN BUILDER 
will pull inquiries. During five months ended March, 1941. 
AMERICAN BUILDER has forwarded 10,636 inquiries to manu- 
facturers whose products or literature were described in its 


Reader Service Department, 


not counting those sent direct. 


And these manufacturers know from experience that AMER- 
ICAN BUILDER inquiries mean business. 


*Note that the older, staple products 
consistently outpulled the new ones. 


AMERICAN BUILDER 


A Simmons-Boardman Publication 


105 West Adams Street 


CHICAGO .. 


To Sell The Building Field — 


Sell AMERICAN BUILDER RE. 


ADERS FIRST 


30 Church Street 


NEW YORK 


AMERICAN BUILDER 


AND BUILDING ACE 


| juvenile: magazines April 28. 


Tumbling Terrys will form 
in ving, breathing Cigures 


SOHIO HAS SOME FUN WITH ITS COPY 


— 


"WO! NO! Not that mach!” 


| 
| 


"/ must have confused you || 
by saying premium qual- 
ity, but you don't pay a 
premium price for Sohie. 
Now let's do it right!” =) 


"THAT'S RIGHT! Only 25¢ @ gt, plus 
taxes, for premium quality Sohie Motor 
Od! Ne wonder more Ohio people buy 
a than any other brand at any price!” 


This 1,350-line newspaper copy for Standard Oil Company (Ohio) provides un 
All of the figures, as can be seen, «re 
composed of the seven "Terrible Tumbling Terrys." 


as well as information for the reader. 


Magazine Campaign for 


New Departure Brake 


New Departure, division of Gen- 
eral Motors Sales Corporation, Bris- 
tol, Conn., launched a campaign 
for its coaster brakes in Life and 
The 
campaign is based on surveys con- 
ducted on college campuses and 
will feature the preponderance of 
New Departure brakes in use. 
| Survey findings and magazine in- 
sertions are merchandised to deal- 
ers under the slogan, “As the col- 
lege crowd goes, so goes the na- 
| tion.” J. M. Hickerson, New York, 
is the agency. 


‘Lowembaum to Reiss 


Lowembaum Mfg. Company, St. 
Louis, manufacturer of Junior Miss 
dresses, 
ing, New York, as its agency. 


MBS Advances Hult 

Ade Hult, with the Midwe. ‘ern 
| sales staff of MBS, has been p! iced 
in charge of all midwestern sa! 


ADVERTISING 
IN NEW YORK, NEW JERSEY & CONN. AREA 
consult your advertising agency or 


HIGHWAY DISPLAYS: INC 


POUGHKEEPSIE. N.Y. 


has named Reiss Advertis- | 


—— pee % \ 


measure. 


Why not step right up and mix yourself 
a batch of the dough that makes the “Money 
Belt” the nation’s best bet for advertisers? 
The recipe calls for one medium .. . the four- 
way voice of The Cowles Stations, specially 
prepared. We're doing it for others, every 
day. Write, we'll tell you the secret. 


The Cowles Scaitiong, 


wet *« KANT * KSO « 


eer ots moms OFS mormes 


tae 


WILL YOU SELL IT, 


A BIG appetite is fine .. . when you can afford 
to satisfy it. And the folks in “America’s 
Money Belt” are happy about the whole 
thing, when they get up from the table. For 
flour alone they spend enough to ransom a 
king, and a couple of dictators for good 


Stem 


Represented Nationally by THE KATZ AGENCY 


WHICH OF THESE 
DO YOU SELL? 


Annuai Retail Sales + 


"America’s Money Bei 


Canned 

Fish ...$10,188,57 
All 

Cereals . 21,396,01 
Canned 

Milk .. 27,370,5 
Shortenings ( Vegetab 


and Salad Oils 

including 

lard ) - 31,209,91 
All Perfumes and 

Cosmetics 17,215.41 
All Soaps. 
All Canned Fruit and 

Vegetables 47,731.97 
Tobacco 85,649, 


39,19 
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Furniture For 
Early English 


Type House 


Fra : 
Simplicity in 


for Better 1 “ 
pont & nen ae ‘ 

NEEDED rs =) : Twelve Articles on Period 

oy ee were panied ng coement (7m Furnishings 


FURNITURE 


4 Cues inte the Sle Pte 


re IN THE NEWSPAPER THAT HELPS 1413 STORES 
TO BUILD FURNITURE SALES 


Right where women look for style news—on Furniture manufacturers who are tuning 


Today’s Woman page—The Christian Science 
Monitor is spotlighting furniture as style mer- 


chandise. 


An entirely fresh and interesting series of 
twelve authoritative articles on ‘‘Selecting the 
Right Furniture for Your Home”’ appears once 
each month. These deal with the great periods 
of furniture, showing how to adapt them to 
present-day homes. Sketches illustrate furni- 


ture now available at retail stores. 


theiradvertising to the fashion point of view will 
find these pages admirable backgrounds for 
sales-making promotion. 

As the advertising medium for 593 furniture 
stores and 820 department stores, the Monitor 
has proved its ability as a business builder in the 
furniture field. Let us show you how you can 
plan an advertising program in The Christian 
Science Monitor that will set in motion a profit- 


able dealer-consumer buying action. 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 


Published by The Christian Science Publishing Society 
One, Norway Street, Boston, Massachusetts 


NEW YORK: 500 Fifth Avenue 


Are you planning to at- 
tend the Annual Conven- 
tiom of the Advertising 
Federation of America, 
in Boston, May 25 to 29? 


OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, Los Angeles, Seattle 
London, Paris, Geneva, Sydney 
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Wide sidewalks of the nation's capital, No. 
These men and women are coming from the Navy building. 
signs during rush hours. 


and quitting time. 
with many bearing "bus full” 


Washington D. C., Nation's 


o. 1 Defense Boom Town 


activity throughout the country. A;to see the signs. The problem of 
similar story on Cleveland will be | finding a taxi in this city 
abundance of cabs may be the first 
Locating a hotel room 
may be the next, or the queues in 
front of theaters, or the traffic jams, 
crowds in the aisles 


Capital's Business on 
Upsurge; Population, published here next week. | 


Sales Soaring By A. P. MILLS 


[Editor’s Note: This is the first 
of a series of discussions of the ef- 
fect of the defense boom on major 
cities throughout the country, i 
ten so as to present an intimate pic- 


ture of local conditions of value to 


Standing unchallenged as the na-jor the 
boom town in. stores. 
this hectic era during which all-out 


comes “home” 
nent residents every 


and to keep marketing men abreast 
of the changes in sales opportuni- 


ties which are being developed be- 


FEDERAL EMPLOYES CROWD STREETS IN BUSY WASHINGTON 


‘ are crammed these days with government workers at starting 
The lineup of buses is repeated daily, 
Photo courtesy Washington Post. 


indication. 


May 1. 


program. Business 


fense,”’ 


Today’s boom in Washington 
» efforts are causing business only partly attributable to the de- 
new peaks in fense 
many sections of the country is the | District of Columbia and surround- 
which be- ing territory has been good for 
to 1,000 new perma- long time, because of the 
week. employment, abnormally high pur- 
Business is so good in Washington chasing power and other 


that even a casual visitor can’t fail features of the market. Effects of 


ASHINGTON busi- 
ness is at an all time high. Uncle 
Sam's payroll is greatest in Gov- 
ernmental history — $20,000,000 
every two weeks. Washington's 
trading area with 1000,000 
people with 2,000,000 person 
spending power (per capita in- 
come twice that of any other U.S. 
city)—and thousands coming every 
month to add to this great total 
makes Washington the fastest 
growing city in the nation and the 
best U.S. market. It's CLOVER- 
and WMAL's new 5,000 watt 
power Day and Night is right in 
the heart of Washington's crop 

of sales. 


You can have a program on 
WMaAL that will put your 
sales in clover. And it can 
be tailored to your budget. 
Phone, wire or write for 
the facts now. 


WATIONAL BROADCASTING COMPAN 
TRANS-LUX BUILDING + WASHINGTON, D.C. 


IS REPRESENTED NATIONALLY BY NBC SPOT SALES OFFICES IN WASHINGTON, NEW 
YORK, CHICAGO, SAN FRANCISCO, BOSTON, CLEVELAND, DENVER AND HOLLYWOOD. 


ee 


| the defense program only furnish 
the frosting on the cake. 


Figures Move Fast 


So fast is Washington moving 


ahead as a market that current 
business statistics are likely to be 
out-of-date before they ever reach 
print. The 1940 census was taken 
a year ago, for example, but al- 
ready its figures on the District of 
Columbia are outmoded 
estimates 
crease at 70,000 since then. 


place the population in- 


Even before such words as “de- 
“lend-lease” and “convoys” 
became vital matters of public pol- 
icy instead of mere abstract words, 
Washington was the nation’s fastest 
growing city. 


million mark—486,869 to be exact. 

The 1940 Census, now a year old, 
reported a 36.2 per cent increase to 
663,091. Washington was llth in 
the list then, only a few thousand 
behind Pittsburgh in the number 
10 spot. And although the indus- 
trial city of Pittsburgh is also 


booming, Washington residents are | 
confident that their city has as-| 


cended to the “big ten” in popula- 
tion by this time. 


Retail Zone Zooming 


The population curve in the 


suburbs has ascended even more | 


sharply. The housing’ shortage 


within the D. C. limits is fast reach- | 


ing the acute stage, and many of 
the newcomers have been forced 


to Maryland and Virginia to find | 


homes. In the metropolitan area 
as defined by the Census Bureau, 
population climbed 82.4 per cent 
over the 10-year period. 

The Washington retail zone, in- 
cluding the city of Alexandria, Va., 
three Maryland counties (Charles, 
Montgomery and Prince Georges), 
and four Virginia counties (Arling- 
ton, Fairfax, Loudoun and Prince 
William), had a total population of 
1,023,626 when the Census was 
taken a year ago. 
a 41.7 per 
year period. 

But population statistics only be- 
gin to tell the story. Every other 
barometer by which a market is 
rated tells a similar story, and the 
end is by no means in sight yet. 

Per capita income in D. C. in 


cent gain over the 10- 


1940, according to a recent an- 


nouncement by the National Indus- 
trial Conference Board, amounted 
to $1,179—the highest in the coun- 
try. Per capita retail sales in D. C. 


in 1940 were $607.35, second only to 


since best | 


When the 1930 Cen- | 
sus was taken, Washington was the 
14th largest metropolis, with its city | 
|population just short of the half- 


This represented | 


a 


TRAFFIC JAM 


Traffic tieups such as this one at Penn. 

sylvania avenue and [4th street, N. V 

Washington, caused the government to 

adopt a staggered system of working 

hours, but that has only partially solved 
the congestion problem. 


Boston among major cities, id 
Washington defenders point out tat 
several populous suburbs, Outside 
the city of Boston, swell the Massa- 
chusetts total. 


A Steady Rise 


To demonstrate that the high 
volume of business in Washington 


|is not merely a defense offshoot, |o- 


cal supporters point to figures which 
show the capital the only major 
city in which retail sales volume in 
1939 was higher than in 1929, 
Washington’s gain over the decade 
was 21 per cent. The city mak- 
ing the second best showing, Balti- 
more, registered a 6 per cent loss. 

Federal Reserve Board figures 
show that retail sales in Washing- 
ton amounted to about $443,000,000 
in 1940. This was a gain of about 
one-tenth over the previous year. 
For the first two months of 1941, re- 
tail sales volume has climbed an- 
other 18 per cent. 

Other statistics are equally im- 
pressive. Bureau of Labor Statis- 
tics figures for December, 1940, 
show that 177,145 people were em- 
ployed within Washington in the 
federal and D. C. governments. The 
total monthly payroll for these gov- 
ernment workers was $30,788,497 


Building Nearing Peak 


Although building interests are 
proceeding cautiously in fear of a 
severe slump such as_ followed 
World War I, construction activity 
is approaching boom proportions. 
Already talk is being heard of 
building barracks to house govern- 
ment workers, just as was done in 
the last war. 


Building permits issued in the 


When KOA applies its sales power in the Den 


market things 


like this happen 


as A 5-day-a-week advertiser climbed from | ! 


ES place to 2nd place in a very competitive fir ld in 


a four years 25.011) women went into grocery stores to 
& 
RS membership cards...An advertiser who had a supply of 
t 
x x] premiums had to order 240,000 more. 
is 
re% For results KOA is first in Denver, just a- 
‘A> first in evervthing else. It can do sreat thin 
x : . . 
is | vour sales curve. We'd like to prove it. Just ask us 
ie 


50,000 WATTS 
NBC RED NETWORSq 
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srst two months of this year totaled 
3,462,795, almost $3,000,000 more 
1940 period. 
building contracts 
warded in February in the Wash- 
ngton metropolitan area were 115 
; ahead of the same 1940 


nan for the 
Resi ential 


same 


ger cent 
month. 

The annual tourist season, 
n full bloom. 


faster, all hotels in town 


n private homes. 
Many a big business 


new $7,000,000 Hotel Statler, 


will open its doors here in 1942. 


Traffic a Problem 


One out of every 4.2 persons in 
automobile, 
nd with the influx of business men 
ind tourists, the traffic situation is 
Even traffic deaths are on 
the rise, despite determined safety 
efforts which include fining pedes- 
trians who walk against the signal 


Washington Owns an 


icute. 


ghts. 

The traffic problem became _ so 
rious that President Roosevelt 
imself was forced to take action. 
By executive order, some 70,000 


federal workers now report for duty 
tanew time, following adoption of 
a plan for staggering working hours 


to relieve congestion. 
Although Washington 
better than 10th in 


ine sales. 


the District than in 


is that 


side in the trading era fill 


town. 


Retail Sales Are Up 


Sales of new 


first two months. 
] 


new all-time peak. 
eipts in Mareh shattered all 
ighs in January and February. 
And so it goes. 
us passenge) 
uble the 


fares are 
1932 total. 


cent ahead 
intl 
Non-statistical 


nazi 


of the same 


esting but less tangible. 
being the 


true 


uons, even in peace time. 


ng centers around Washington, 
d ¢ ybody gets here sooner o 


\ White Collar City 


like 
she famed cherry blossoms, is now 
A fortnight before 
were 
joked solidly until after the holi- 
iay. An emergency housing office 
yas established to try to find space 


baron, in 
town on important defense matters, 
as been turned away from his fa- 
orite hotel for lack of a room. A 
said 
to be the first big hotel to be erected 
na major city between New York 
nd Miami since the depression, 


ranks no 
population, it 
anks fifth in the country in gaso- 
At last report, for ex- 
ample, more gas was being sold in 
Philadelphia. 
In addition to the high ratio of car 
ownership, one contributing factor 
ere is no state tax on gas 
in D. C. and many who do not re- 
their 
tanks whenever they pass through 


automobiles in 
Washington were up 42 per cent in 
February and 32 per cent for the 
Retail furniture 
sales in the District were up 24 per 
cent over February, 1940, and up 29 
per cent for the two-month period. 

Bank deposits on April 4 reached 
Postal re- 
rec- 
ds for the month, on top of new 


Street car and 
nearly 
Sales of 
electricity are up 152 per cent, and 
eck activity in February was 21 
1940 


features of this 
ng boom town are equally in- 
Wash- 
gion now probably comes closer 
capital of this 
intry than do the capitals of most 
Every- 


rich New Haven market 


Regj a — 
"Sister Citys” by writing The New 
Haven 


Ke Hartford, the insurance 
tal, Washington is a white-col- 
it Everything in town cen- 
ind the government, and 
employes are holding clerical 
tenographic jobs. They make 
ney than most factory 
el they dress better, they 
n amusement— and they 
better prospects for most na- 
—.... 
pPrree errr 
a 
|) New Haven Area’s | 
| | Car Sales Up 25% | 
t me of the interesting facts in Sales 
: } lanag, vent’s 1941 survey of buying : 
} —— ust issued is that in Con- 
: \ “tien the New Haven area leads 
) "tew car sales with a gain of 25% ‘ 
. n seor over 1939, The 1941 sales 
} "cars in this defense manu- 
/ ) “ris area are predicted to break 
' les records here. More facts 
| bout 
] 
} 


Register, New Haven, Conn. 


IT'S EVERY MAN FOR HIMSELF 


Getting across the street in downtown Washington often tests the ingenuity and 
patience of federal employes—especially after work on government paydays. 


tionally advertised merchandise. 

Because most of the non-execu- 
tive posts in the government are 
filled by women, there are far more 
females than males here. Since 
women are better customers of de- 
partment stores than men, this has 
always been an excellent depart- 
ment store city. At last report, the 
second largest department store ad- 
vertiser in the United States was 
Hecht’s of Washington; the second 
largest women’s wear advertiser 
was Jelleff’s of Washington; the 
second largest shoe store advertiser 
was Hahn’s of Washington; and the 
largest drug store advertiser was 
People’s of Washington. 

Another phenomenon of the 
Washington market is that bevause 
of high rents, even’ executives 
commanding large salaries take in 
roomers. One of the leading ex- 
ecutives of a well-known company 
has taken in ever since 
establishing residence here. In other 
cities, that would be beneath the 
dignity of such a man, but Wash- 
ington is different. 


roomers 


Employment Widespread 

Still another unusual feature is 
that there is an average of two em- 
ployed people per family. In any 
given family, the chances are the 
wife is a secretary in a government 
office and the husband pilots a street 
car. She earns more than he, they 
own or are buying a home in which 
they rent spare space, and they 
live well. 

Washington is probably as cos- 
mopolitan a city as there is in the 
United States. Civil Service laws 
require that jobs be apportioned ac- 
cording to state populations. Forty- 
four state societies flourish and 
meet at least once a month. Few 
tourists ever come to town without 
being able to hunt down at least 
one friend from “back home.” 

Because Washington workers 
come from all over the nation—and 
because they have job security and 
above-average income—advertising 
men here regard Washington as an 
excellent test market. They feel it 
has not been so employed on a wide 
scale partly because it has not been 
sold as such to any extent and 
partly because it is larger than 
many advertisers like their test 
markets to be. 

Advertising volume, which is tra- 
ditionally heavy here, is on the up- 
grade along with everything else, 
although its progress is less rapid 
than other business indices. A 
weekday newspaper of four sec- 
tions is no novelty here, and circu- 
lation of all four dailies is at a rec- 
ord level. The city supports five radio 
stations, four of them with network 
connections, and a sixth has been 
licensed and is under construction. 
Good broadcast hours are at a pre- 
mium. Other media are equally 
active. 

Business men in this boom mar- 
ket, at least most of them, are not 
looking anywhere except up these 
days. Continued business improve- 
ment seems inevitable for some 
years to come, whether or not the 
U. S. becomes completely involved 
in the war. The New Deal may 
have cracked down on business in 
many respects, but Washington 
business men are not kicking. They 
are too busy at the cash register. 


Publisher Moves Office 


Packaging Publications, Inc., Chi- 


cago, publisher of American Box 
Maker, has moved its offices to 
larger quarters at 176 W. Adams 


street 


ei 


Issue Henry Woods’ 
Book June 16 


A new book, “Profitable Public- 
ity,” by Henry F. Woods, Jr., pub- 
licity director of McCann-Erickson 
Company, New York, will be pub- 
lished by Dorset House June 16. 

The volume tells how to publicize 
and promote both large and small 
businesses. It is based on Mr. 
Woods’ experience of 15 years han- 
dling publicity and promotion for 
national organizations. 


Coopers Shares 
Inventory with 
Retail Group 


Kenosha, Wis., May 1.—Raising 
prices, always a ticklish maneuver, 
is being handled with superlative 
finesse by Coopers, Inc., underwear 
maker, under a 60-day plan which 
shares Coopers’ inventory’ with 
dealers and at the same time does 
not lose sight of the consumer in- 
terest. A folder has been sent to 
the trade explaining how defense 
problems and higher costs require 
price increases and the policies of 
the company regarding the move. 

Both the wholesale and _ retail 
prices of the company’s Jockey 
brand of underwear will be raised 
July 7, 1941. But the company has 
some stock which was made up 
from yarns bought before they in- 
creased in price. In order that this 
inventory profit may be shared by 
all retailers equally the company 
has analyzed all retail accounts in 
regard to light weight Jockey styles 
and individual store cards have 
been made out which indicate the 
additional quantities of these items 


which the dealer may buy at cur- 
rent low prices for shipment prior 
to June 25. 

The company makes it plain that 
this announcement is not an “urge 
to buy” but a simple announcement 
of a plan which the dealer may or 
may not accept for taking advantage 
of an inventory adjustment. At the 
same time the company points out 
that its national advertising has es- 
tablished certain standards for 
Jockey underwear which the price 
raise will allow to be maintained. 

“These new prices cover part of 
our actual increase in costs,” says 
A. R. Kneibler, vice-president, “and 
they preserve the dealer’s margin of 
profit. They throw our merchandise 
into so-called ‘odd price’ brackets 
but at the same time they make it 
available to the public at the lowest 
possible price.” 


Publishes “Tourist Court” 

A 32-page May number com- 
prised the initial issue of Tourist 
Court & Motel Management, new 
monthly business paper for opera- 
tors of tourist courts, trailer parks 
and resorts. It is published by 
Tourist Publications, 28 E. Jackson 
blvd., Chicago, also publisher of 
Trailer Topics Magazine. Subscrip- 
tion price is $2 per year. 


ean Radio sell houses ?¢ 


‘ap 


\ year ago WJSV developed Washington's first participating home 


~ building-real estate program. The theme: low-cost dwellings. The 


result: at least 110 direct sales of houses from this 1940 campaign. 


From this significant pioneering WJSV has developed five regular 


quarter hours of real estate advertising —weekly Sunday features. in 


cooperation with Advertising Agency Vincent Tutchings Associates. 


According to the Tutchings organization WJSV has been steadily 


increasing direct sales for WJSV real estate clients. (“House and 


Home Time” alone sold almost a quarter million dollars of homes in 
first 60 days of 1941.) 


“House and Home Time” (a quarter hour show) has been exelu- 


sively the selling tool of one client since its beginning months ago. 


“Homes on Parade’? an hour long participation limited to 15 clients. 


has been a sell-out almost from the first week. 


WJSYV, convinced of radio’s usefulness in selling real estate, sold 


WJSV’s effectiveness to Washington real estate interests... and of 


course leads all other stations in this. the Nation’s wealthiest market. 


in commercial business of all types. 


W.J SV Columbia’s station for the Nation’s Capital 


50,000 WATTS 


Owned and operated by the Columbia Broadcasting System. Repre- 


sented by Radio Sales with offices in New York * Chicago 


Detroit * St. Louis * Charlotte + Los Angeles * San Francisco 


~ 
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_cern for the place the Shell dealer 
Shell Goes |plays in this story of “thoro-fast 
| service.” 


Separate Oil Campaign 


s “an « “Once every week during the 
Scientific in |selling season, and continuing 
thereafter, ads of this kind will ap- 
pear in magazines,” Winfield Taylor 
° ‘explains in the company’s house 
imp e erms | publication, “Shell Progress.” Thir- 
teen full-page, four-color adver- 
° tisements will appear in Life and 
Separate Drives for The Saturday Evening Post. A 
Gasoline and Oil Now series of newspaper advertisements 
U d WwW lis scheduled in what Shell calls its 
naer ay |“*biggest local campaign in recent 
years.” Highway posters and A- 
New York, April 30.—Two scien-| frames at dealer stations will be 
tific reasons are being advanced in| used. A 16-page booklet, “Miracles 
Shell Oil Company copy this season|in Petroleum,” telling stories of 
for using Shell gasoline—‘solutizer | Shell research, will be distributed 
process” and “thermal conversion” | by dealers. The company also has 
and if that seems to smack a bit | contracted for time on the radio, 
too much of the obscure language | Shell having the air several times 
of the laboratory it should be ap-|a day, five days a week for 26 
pended that the copy does a sweet | weeks. 
job of handling these twenty dollar 
words in five-and-ten-cent store 
style. 
There are other things than 
chemical jargon reduced to kinder- 
garten terms in this campaign. Ad- 
vertisement No. 1, for instance, 
makes attention-getting use of a 
pair of lovely legs with the head- 


line, “Presto! from petroleum to | 
silk.” Then follow the impressive | 
|a broom and an oil can. The sig- 


reasons why plus a tail-end con- 


Another separate campaign is on 
the boards for Golden Shell motor 
oil with “Goldie the Great,” an ani- 
mated oil drop, playing the leading 
role. One of the advertisements is 
headlined “It’s a Balancing Act’ to 
put over the “Does 4 Jobs at Once” 
idea. Here Goldie on a surfboard 
is balancing a seal, an electric fan, 


nificance of the act is explained in 


the copy which points out that) 


Golden Shell motor oi] cools, cleans 
away grit and dirt, seals in power 
and oils moving parts. Goldie’s act 
is a feature of each of the insertions 
which will appear in Collier’s and 
The Saturday Evening Post. 
During the oil changeover season 
the schedule calls for a number of 
part column insertions to appear in 


|'each magazine issue. Highway post- 


ers and A-frames will be used in 
this campaign also, as well as radio 
announcements and, in addition, 
Goldie will appear in technicolor 
animated cartoon quickies on mo- 
tion picture screens. 

Automobile travelers will be di- 
rected to Shell service stations by 
means of 3,000 “service ahead” 


posters done in hilarious style by | 
William Steig. The Shell “white | 
cross of cleanliness” restrooms will | 


continue to be publicized. The in- 
dustrial uses of Shell products will 
be emphasized in industrial pub- 
lications and a series of “miracle” 
advertisements intended for busi- 
ness leaders will run in Business 
Week, Fortune and Nation’s Busi- 
ness. 


Metropolitan Moves 

Metropolitan Advertising Com- 
pany, New York, has moved its of- 
fice to 55 W. 44th street. 


EVERY ADVERTISER AND AGENCY MAN 


2. 


SHOULD MEMORIZE THESE FACTS! 


Only street car advertising concentrates solely on Cities... 
where people and wealth are concentrated. (And this is 
particularly important now, when men are going back to 
work, payrolls are rising, and cities are at peak prosperity.) 


Only street car advertising gives you concentrated City cir- 
culation of 30 million people a day... every day... for an 
average of 20 minutes a day. (All circulation figures are 
based on official reports to public utility commissions.) 


Only street car advertising offers you maximum-size display 
space for full-color advertising ...whether you buy maxi- 
mum or minimum circulation. (This is unavoidable adver- 
tising, too. It reaches people who are out of the home and 
in a receptive frame of mind...and it can’t be eliminated 
by a turn of a page or the twist of a dial.) 


Only street car advertising repeats your sales message to 
car-riding millions 24 hours a day...every day of the month. 
(This provides the most effective kind of brand-reminder 
and product-identity advertising you can buy.) 


Only street car advertising gives you maximum circulation 
for minimum cost. (That's because it’s a by-product of 
transportation service, and there is no manufacturing or 
distribution cost.) 


FIVE CENTS IS THE AVERAGE COST 
PER THOUSAND CIRCULATION! 


In addition to its own exclusive advantages, transportation ad- 


vertising offers you all the best features of all major media—at a 
cost less than any of them or any combination of them. It’s flex- 
ible, too. You can buy 11x42 inch space, 11x28 inch space, or 


11x14 inch space—in every car, in every other car, or in every 
fourth car in any or all cities of importance. You can print cards 
in full color and by any method you wish. Remember, too, that 
National Transitads Inc. allows 15% agency commission and 2% 
 j cash discount to recognized agencies. Let us show you how you 

: can use street car advertising to advantage. Write, phone or wire 


our nearest sales office now. 


Sales Offices in 32 Leading Cities from Coast to Coast. 
Addresses in Standard Rate and Data Service. 


DO eiona/ TRANSITADS. 4. 


NEW YORK: 10 East 40th St. 


CHICAGO: 400 N. Michigan Ave. 


a 


My 


CREATING A SHELL OIL ADVERTISEMENT 


After the theme of the Shell Oil Company's 1941 advertising campaign was 
worked out the idea was turned over to William Strosahl, art director, J. We'ter 
Thompson Company, New York, who is shown here making a rough layout 


Legs for Eye-Appeal: Beginning with the art director's layout Foster Ensminger, 
H. Watts Studio, trains his lens on a lovely pair of legs for a four-color photo. 
graph which will insure attention-getting value for Shell Oil copy. 


Choosing Type That Sells: Pete Tolles, director of typography for J. Walter 

Thompson Company, Shell Oil's agency, appraises the advertising layout and 

selects the most effective type for telling Shell's story of solutized gasoline 
for 1941. 


— . © 


Final Check of Ad Proof: George Andrew, production manager, J. Walter Thomp- 
son Company, goes over the engraver's proof of the Shell Oil copy with ¢ 
figurative fine-tooth comb to make sure it is all O. K. for being made into plates. 


+ the 
blice- 


He Steers It Into Print: High up in the control tower, making sure * 
advertising copy keeps to its schedule and lands, ultimately, in the right 
tions, is W. Whited, J. Walter Thompson's traffic executive (left). The ©” shed 
Product: At right, the Shell Oil advertisement, first of a series of 13 f pe9* 
four-color advertisements to appear in Life and The Saturday Evening “os ” 
shown at work at its merchandising job. All photos by Nesmith urtery 
"Shell Progress.’ 
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Ho Sales Problem, 
ui Advertising 
(ticks in England 


New’ York, May 1.—British war- 
me rationing of bacon, eggs and 
together with uncertain 
yailability of cooking-gas after 
iir-raids, is responsible for a 
iemand in England for the 
jither io prosaic ready-to-serve 
reakiast food, according to 
Michael Stiver, account executive 
n J. Walter Thompson Company’s 
tondon office, who returned to the 
United States via Clipper April 24. 
Though there is no sales prob- 
em in the food industry, said Mr. 
Stiver, manufacturers continue to 
dvertise in order to keep their 
names before consumers. 

With the size of daily newspapers 
ut down to six pages, drastic 
,dvertising space-rationing has 
yen in order. Preference is given 
«9 food, toilet goods and, of course, 
government advertising. Rates, 
vhich were boosted 25 per cent last 
year, were further increased this 
var by eliminating run-of-paper 
rates and putting all insertions on 
, preferred position basis, a step 
necessitated by the shortage of 
space in today’s smaller paper. 


Ads Read More Thoroughly 


Surveys conducted by J. Walter 
Thompson Company show that, in 
spite of the uncertainty and emo- 


tional strain of living under all-out | 
read | 
advertisements and news in today’s | 
more thor- | 


war conditions, Londoners 
condensed newspapers 
ughly than ever before, due largely 
to lack of movies and the long 
hours spent in air-raid_ shelters. 
The biggest advertiser in Britain 
today is the government, 
periodic campaigns for sale of 
bonds, dissemination of health, 
® ‘irst-aid and air-raid precautions 
information, and calls for Royal 
Air Force volunteers. 
Acute scarcity of newsprint has 
foreed publishers to eliminate any 
waste in circulation, and it is not 
unusual for a single copy of a 
newspaper to be passed around 
from friend to friend. Stocks of 
newsprint are dispersed in ware- 
houses throughout the city for 
afety. 
Decentralization of large units, 
for safety and convenience under 
resent war-time conditions, is in 
evidence everywhere, and J. Wal- 
‘ter Thompson itself has carried out 
this idea by having various produc- 
ion units seattered in three parts 
f England now; one in London, 
ne about 30 miles north of Lon- 
m, and another in Manchester. 


Macon Paper Appoints 


Carmage Walls, secretary-treas- | 
wer of the News and Telegraph, 
acon, Ga., has been appointed 


seneral manager and Walton Clif- 
n has been named assistant ad- 
ttising manager. 


Kay Pyle, Gon. Mor 


with | 


Duo-Therm to Benefit 
by Largest Campaign 


heater division of Motor 
| Corporation, Lansing, Mich., plans 


62 magazines from July 
November. 

Program details were explained 
to dealers and distributors of the 
Lansing area, and similar meetings 
are slated from coast to coast. 
| Young & Rubicam handles the ac- 
| count. 


through 


Appoints Garfinkel 

Sidney Garfinkel Advertising 
|Agency, Los Angeles, has been 
named to handle advertising for 
| Wetherby-Kayser Shoe Stores. 


| its biggest advertising campaign in | 
history, with copy to be carried in | 


NBC Files Suit 


The Duo-Therm fuel oil-burning on Fightcasts; 
Wheel 


Asks Injunction 


New York, April 30.—Following 


manent injunction restraining the | posed by NBC, the latter is to fur- 


defendants from broadcasting the | nish the bill within 14 days. 


‘fights. 


Mutual and Twentieth Century 
Signed by Niles Trammell, NBC | included in their papers a copy of 
president, the action came close on |their agreement, calling for pay- 


| the heels of a deal whereby Gillette |ment of $175,000 in quarterly in- 


last week’s notice by National 
Broadcasting Company that it| 
would bring suit against Gillette 
Safety Razor Company, Mutual 


| Broadcasting System and Twentieth 


Century Sporting Club, the 
work today filed a complaint in 
|New York state supreme court here 
charging that its contract with the 
boxing club on broadcasting rights 
'had been violated by the subse- 
quent agreement with Mutual and 
Gillette. NBC seeks a temporary 
injunction pending trial for a per- 


net- | 


acquired exclusive rights to air |stallments for the year’s contract. 
over Mutual all boxing bouts staged | They claimed that Gillette, follow- 
by Twentieth Century from June |ing the signing of the contract with 
1, 1941, to May 31, 1942. Jacobs, gave him $43,750 as a down 
| payment. 


Seek Particulars 


Denying all claims made by NBC, - 
Mutual and Twentieth Century to- | FREE Fiat Older 
day requested a bill of particulars de ond Quah 9h hh ew Ob eas 
detailing the circumstances leading | § § artist Rebber Cement. Nationally 
up to the alleged agreement De- | esed, 3 grades: Light, Medium, Heavy. $2.75. 
tween NBC and the club, whether | +r 9¢t pestpsid. For Frishets use $$ Spe- 
it was oral or in writing and the s ee 1\\) 
persons involved in the deal. Under | Ss RUBBER CEMENT CO. 


the terms of a court order, unop- 


1438 No Halsted St. CHICAGO, ILL 
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| 


| 
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PRODUCTION 
Coated £.F. 
LAKELAND 
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——— 


00 Jay, 1000 nite, 1070 Ke. 
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* 
PRODUCTION GLOSS 


From the Atlantic to 


the Pacific, from 


Canada to the Gulf, 
the ever-increasing 
demand has made 

Consolidated the 
World's Largest 


other coated stocks, 


specified uncoated paper 


increase in 


pers were previously used. 


ether you are 


The perfection of these fine enameled _~y has 
opened the last door to quality printing, for they 
completely eliminate any necessity for using paper 
of lesser printability because of the high cost of 


Advertisers, printers, and "age gear who formerly 

or the sake of economy, 
state that by using Consolidated Coated Papers 
they markedly improved the appearance and mer- 
chandising value of their printin 
aper costs, Others tell of saving as 
uch as a third on their paper by using Consoli- 
ted Coated Papers where more costly coated 


lanning a modest black-and- 
ite folder, am elaborate four-color broadside or 
let, a magazine or house organ, or a catalog 


_ COMPANY 


MAIN OFFICE 
WISCONSIN RAPIDS, WISCONSIN 


Producer of Coat- 
ed Book Papers 


PAPERS 
PAPER PRICES 


of many pages, there is a Consolidated Coated 
Paper especially adaptable. 


Upon request, we will gladly send samples which 
will completely demonstrate the unusual, high 
quality of printing on Consolidated Coated Papers 
. « « Production Gloss Coated, Modern Gloss 
Coated, Production Coated E. F., and Lakeland 
Coated. 


without any 


There is a Consolidated merchant in every promi- 
nent city in the United States with a full stock of 
papers ready to serve you. From the standpoint of 
quality you'll find in them everything one could 
ask for . . . you'll be amazed by their economy. 
Every paper buyer will find ic t his advantage 
to study Consolidated Coated Pape and 
put them to every test. ; 


SALES OFfricee 
135 6$0.LA SALLE ST... CHICAGO 
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British Spent Billion 
in U. S. During 1940 

British purchases 
845,000, more than doubling the 
1939 total, according to a Depart- 
ment of Commerce report. Whereas 
15.9 per cent of U. S. exports in 
1939 went to Britain, and the aver- 
age for the 10 preceding years was 
17.7 per cent, Britain’s share last 
year was 25.1 per cent. 

A notable shift in the type of ex- 
ports to Britain marked 1940 trade. 
Crude and manufactured foodstuffs 
declined sharply, while there were 
large increases in shipments of in- 
dustrial products. Imports into the 
U. S. from the United Kingdom in 
1940 were slightly ahead of 1939, 
but represented only 5.9 per cent of 
all U. S. imports as compared with 
6.4 per cent in 1939. 


(tere (eo 


To cover this prosperous 
American Market, USE— 


Puerto Rico 


ILUSTRADO 


Most up to date Latin 
American Illustrated Weekly 


_ Write for rates and specimen copies 
420 Lexington Avenue, New York 


in the United | 
States in 1940 amounted to $1,010,- | 


What Architects Want 
in Advertising 


Under the heading, “Architecture | 


Meets Advertising,” Architectural 
Record is publishing a number of 
comments each month by architects 
giving their likes and dislikes about 
advertising directed to them. In the 
April issue, Jule Robert Von Stern- 
| berg, R.A., writes as follows: 

“The architectural advertising 
| that does the best selling job with 
me is that which tells a simple, 
| pointed story. 
|helps solve one of my problems, 
|either present or anticipated. 
| “I dislike those advertisements 
| that try to do too big a job all at 
|once —that are crowded and con- 
fused with too much sales talk, too 
many “Eurekas,” too much hysteria. 
I dislike advertising that never 
bothers to get to the point; I dislike 
advertising that is all cheese cake 
and no data; I dislike advertising 
that makes big claims yet never 
really bothers to back them up. 

“And here are things I’d like to 
see more of in architectural adver- 
tising: I'd like to see more em- 
phasis On economy; space-saving, 


| The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


, money-saving, time-saving. I'd like | 


In other words, it} 


to see better illustrations—illustra- 
tions that show the product at work. 
I’d like to see more white paper in 
the advertisements. And I'd like to 
see less type—more pictures.” 


Trends in Steel Making 
in the U. S. S. R. 

Reviewing highlights of research 
in the steel and iron industry in the 
U. S. S. R. during the last 10 years, 
as revealed in the technical press 
of that country, an article in the 
April Metals and Alloys concludes 


| that, compared with similar activi- 


ties in this country and those of 


| of iron. 


world, with a capacity in excess of “Tampa Times” Sells 


1,300 tons daily, and the largest 


a 


open-hearths in the world, with a Refunding Bonds 


capacity of 400 tons, are in opera- | 
tion in Russia, according to the 
country’s technical press. As a step 
toward increasing the productivity 
of existing blast furnace plants, 
oxygen enrichment is being experi- 
mented with on a fairly large scale 
with a pilot plant at the Dnieprope- 


trovsk Steel Works. Another de- 
velopment used in tests at the 
Stalin Metallurgical Works is the 


use of ferrocoke in the manufacture 
Ferrocoke is the product of 
an admixture of 10 per cent flue 
dust to the coal charge in the coke | 
ovens. After a 15-month trial it is | 
claimed that production capacity of | 
the furnace was increased 3.2 per | 
cent and the consumption of ferro- | 
coke was 17 per cent lower than | 
ordinary coke, and the manufactur- | 
ing cost of the pig iron decreased | 


Europe, Russian research seems to | 5.6 per cent. { 


display more impetuosity and a 
certain degree of 


S. L. Case, metallurgist of 


of Jones & Laughlin Steel Corpora- 
tion, author, 
that lack of 


'considerations as a barrier to long 


term research may prove to have 
an important bearing on the future 
status of technical developments in 
the Soviet Union and should bear 


| watching. 


The largest blast furnaces in the 


als 


The new 10.000-Word 7eteptame/ 


“<A PICTURE IS WORTH 10,000 WORDS 


ILLUSTRATED 


TELEGRAMS 
Ficline what you Sell / 


Illustrate your sales Telegrams. 


It will make your “story’’ 


more effective! 


QUANTITY DISCOUNTS ON LOCAL 
OVERNIGHT TELEGRAMS OF SAME TEXT 


NUMBER OF MESSAGES DISCOUNT NUMBER OF MESSAGES DISCOUNT 
25-50 10% 251-500 25% 
51-100 15% 501-1000 322% 

101-250 20% 1001-2000 40% 


OVER 2000—50% 


plus charges for engravings and printing of illustration 


ASK NEAREST WESTERN UNION MANAGER FOR DETAILS 


exhibitionism. | 
the | 
research and development division | cent steam, which is opposite to the 


points out, however, | 
immediate economic | blast furnace men. 


| per cent addition of flue dust in the 


| shown an increased yield of 2.5 per 


'and further 


| buried with each dead child a live 
| dog to serve as a guide in the spirit | 
| world. 


Radio, Papers, Movie 
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i iy Ma Z : he 
= i, i Tk, 
a: wae oa ‘ 


Among other experiments being | 
developed is the operation of a blast 
furnace on blast containing five per 


use of dry blast which is now occu- 
pying the attention of American 
An experiment 
with a blast containing five per ceht 
steam has resulted in a daily in- 
crease of production of 12.6 per 
cent. The practice is still in regular 
use at the Kuznetsk Works. A four 
process of refining pig iron has 
cent with a very appreciable reduc- 
tion of impurities in the iron. 


Ancient Burial Rites 

The desire to annihilate evil 
spirits is the basis for most burial 
customs having to do with the 
unknown, says Clyde F. Newstrand 
in one of a series of articles by him | 


now appearing in The American 
Funeral Director. Cremation, for 
instance, was once used not } 


primarily as an easy method of | 


| destroying the body, but as a means 


of making a thorough end of evil | 
spirits. The natives of Guiana | 
danced on graves to stamp into the | 
ground any evil spirits which might | 
have escaped the falling earth clods. 
Those of the Congo did the same | 
maintained fires over | 
each grave for a month. 

For centuries, Greenlanders 


An Indian custom was for | 
widows to be burned alive or buried 
alive with the bodies of their hus- | 
bands. Fijians at one time strangled 
wives, slaves, and even friends of 
chieftains to give them adequate 
service in their new homes. The | 
climax of the suttee in India was 


| reached in 1843, when 525 wives of 


Soonchet-Sing, a relative of Indian | 
royalty, were buried alive with his 
body. Anticlimax was reached in | 


| 1863, when only 32 widows were 


buried with a husband. 


Vancouver Company Uses 


Kelly Douglas & Co., Vancouver, 
B. C., wholesale grocery, food man- 
ufacturing and importing company, 
has undertaken three separate ad- 
vertising campaigns in Canada, un- 
der direction of Stewart-MclIntosh, 
Ltd., Vancouver agency. 

A natural color movie showing | 
the development of Nabob coffee is | 
being used in British Columbia as 
the basis of direct merchandising | 
with retailers. In the Prairies, a| 
weekly half-hour radio program | 
over 14 stations is being used to 
boost new Nabob flavorings and 
spot announcements, five days a 
week, feature the new pliofilm flav- 
o-tainer package. In Ontario, the 


Nabob campaign uses newspapers, 
and current advertising offers a 


free bottle of Nabob flavoring mix-| 
ture with each pound purchase of 
Nabob coffee. Throughout western | 
Canada, small space is being used | 
to advise that war savings stamps| 
may be exchanged for 15 Nabob | 
coupons, 


LeTourneau Buys Plant 

R. G. LeTourneau, Inc., Peoria, | 
| Ill., manufacturer of heavy grading 
| equipment, has purchased the Avery 


iow . 

| Farm Machinery Company plant 
|near its Peoria factory. Additional 
| facilities are expected to speed 


| production of equipment for defense 


work. 
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WAGE 


The Tampa Times Company ha. 
completed the sale of a refunding 
bond issue of $400,000 on its rop- 
erties to the Jefferson Standard Lis 
Insurance Company, Gree: ; 
N.C. 

Under the refunding, accord ng + 
David E. Smiley, president, oth 
funded and deferred obligations o¢ 
the Times company are dischargeg 
including mortgages and othe W 
from Tampa banks and pure} 
money notes held by the 
Publishing Company owned jy tho 
former publisher of the Times, p 
B. McKay. 


e 


To Form New Agency 


Harry Lazarus has resigned 
advertising manager, 12th Stree: 


Store, Chicago, to join in formatio; 
of a new agency with a Chicag 
company now handling natio 
counts. 


i dl. 
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LAUREL IMPROVED 
OFFSET LITHOGRAPHY 


for EFFECTIVE, ECONOMICAL 

BOOKLETS + FOLDERS 
MAILING PIECES 

BLACK & WHITE ~ COLOR Work 


FREE DESCRIPTIVE 
MANUAL ON REQUEST 


LAUREL PROCESS COMPANY 


480 CANAL STREET, NEW YORK 
Walker 5.3030 


SINCE 
1912 
A GOOD House 
TO Know 


1000 WATTS DAY AND NIGHT 
ON 620 KILOCYCLES 


SYRACUSE, 
NEW YORK 
The New Mulecal Gitlit 


_ corded WAGE their 

_ hearted acceptance —@ 
gratifying tribute to th 
_cellence of WAGE's 

and network program 
Already, local and 
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ADVERTISING AGE 


Tune Campaigns fo 
Public Opinion, 
Garrett Warns 


Chicago, April 28.—In these de- 
ferse-crammed days, industry needs 
the guidance of an advertising ap- 
proach sensitive to public attitudes, 
Paul Garrett, vice-president and 
director of public relations, General 
Motors Corporation, told the Chi- 
cago Federated Advertising 
Thursday. 

Defense production, Mr. Garrett 
said, is requiring an increasingly 
greater share of industrial effort. 
Consumer limitations have already 
developed in some quarters, while 
the expanding national income is 
creating a greater and more widely- 
spread buying power. 

“Here is a job for 
For customers are going to be con- 
fused. They will need clear ex- 
planations. They will need reasons 
for shortages, for higher prices, for 
substitutions, for changes from 
their accustomed buying habits. 
And upon the clarity and the in- 
tegrity with which advertising per- 
forms this task the future of in- 
dustry may depend,” he said. 


It’s Difficult Job 


The G-M official termed “‘deli- 
cate” the task advertisers face in 
keeping their copy in step with 


public opinion during this process 
of industrial shift. “The intelligent 
advertiser is one who skillfully sets 
forth his product or service in 
terms of public thinking,” Mr. Gar- 
rett said. “And that art greatly to 


be desired is one that will need 
special development in the era 
ahead.” 

Looking beyond the present 


emergency, the speaker said the ad- 
vertising fraternity is in a favored 
position to contribute, along with 
industry, to solution of the problem 
of creating new products and new 


| 
| 


| 


Account to Anfenger; 
Volz Is Executive 


The Hollywood Candy Company, 
Centralia, Ill., has placed its account 
with Anfenger Advertising Agency, 
Inc., St. Louis. 


j 
} 


‘and children’s comic magazines are | 
| talk about enriched bread and vital 
é | vitamins has gone by the board in 
and general manager, St. Louis Sur- | 


Club | 


advertising. | 


services, and thus finding ways of | 


offering jobs to men returning to 
civil life after service to Uncle 
Sam. 

Mr. Garrett warned that, in these 
emotional times, circumstances may 


put advertising in an uncomfortable | 


spot. He added, “Advertising is 
going to be under scrutiny. I be- 
lieve it should be under scrutiny, 
but that scrutiny should start with 
us, the folks who use it.” 


Start Deive for 
New Redi-Cut Cake 


An extensive campaign based on 
exclusive new packaging features 


has been started by Columbia Bak- | 


ing Company to promote its South- 
ern Redi-Cut cake. 

The company is using 151 news- 
papers and 38 radio stations in Vir- 
ginia, the Carolinas, Georgia and 
Florida, and more than 
broadsides will carry the story of 
the ready-sliced and 
wrapped cake to the grocery trade. 
Freitag Advertising Agency, At- 
lanta, handles the campaign. 


Ao Lise says- 


“Some advertisers still go for the found- 
ers whiskers and the picture of the 
factory. But the copy angle that really 
Moves the merchandise always has 
Some hook into peorie. The only whis- 
Kers men care about are their own!” 

am 
on Libh's adi 


iges beginning next uvek. 


entures in adver 


25,000 | 


cellophane- | 


being used. 

George A. Volz, vice-president 
facer and Paint Company, has re- 
signed to become account executive 
and a vice-president with Anfenger. 
He formerly was advertising man- 
ager of Shell Petroleum Corpora- 
tion, St. Louis. 


Warehouse Names Olian 

Distillers Warehouse Inc., St. 
Louis, has appointed Olian Adver- 
tising Company to handle its ac- 
count. 


Humor Features 
New Copy for 


Butter-Nut Bread 


Newspapers, radio | 


Kansas City, Mo., April 29.—All 


advertising of Butter-Nut bread for 
the remainder of 1941, and the 
product of Schulze Baking Com- 
pany, division of Interstate Baker- 
ies, will be featured in copy with a 
distinct “light touch.” 


Use Cartoon Characters 


Both newspaper space and radio 
spot announcements will be used in 
Schulze’s major markets, according 
to Mrs. Vee M. Baer, advertising 


manager. Newspaper copy features 
cartoon characters who resemble 
the various conductors of radio quiz 
shows, and the question and answer 
technique used to emphasize 
selling points such as the bread’s 
popularity, “marvelous flavor” and 
“delicious golden brown crust.” 

Musical spot announcements de- 
scribed “complete one-minute 
musical comedies” will be used on 
the radio. 


Is 


as 


Helps Relieve Tension 

“At a time when people’ 
thoughts are of necessity on serious 
subjects,” Mrs. Baer explained, “we 
have sought to relieve the tension 
by a humorous approach in our 
sales and advertising program.” 

R. J. Potts & Co., Kansas City, 
the agency. 


Ss 


is 


Account to Goodkind 

Albert Specialty Company, Chi- 
cago, maker of photographic equip- 
ment, has appointed Goodkind, 
Joice & Morgan, Chicago, to handle 
its account. 


To Geyer, Cornell 


Gordon Baking Company, Detroit, 
baker of Silvercup bread, has ap- 
pointed Geyer, Cornell & Newell, 
New York, to handle advertising. 


SPECIAL! 2-Color LETTERHEADS 
and ENVELOPES at Surprisingly LOW COST 


Improve your stationery with 2-color especlally-de- 
signed and matched Letterheads, Billheads and En- 
relopes at amazingly low cost due to our special high 
speed 2-color presses Finest inexpensive type of 
advertising you can buy. Write now for prices. 
samples of stock now used; for estimate. 
clate low cost. 


CRESCENT ENVELOPE & STATIONERY CO., NEWPORT, KY. 


(Across the river from Cincinnati) 


Send 
You'll appre- 


wrEA 
hestet . 
wnNac penser homes, because the complete coverage of 19 stations as- 
Boston dtord : , 
wis paca ot sures maximum delivery of your sales messages. 
Harttor \d P ° 
adsl en In this populous, prosperous market, where per capita 
p vidence ndon . . 
wae Nee retail sales are 23.2°%/, higher than the U. S. average, the 
Worcestet Laconia ° 
wice wRrdO same community loyalty that creates patronage of local 
idgepo" ysta ° ° 
Becseraver ‘sc merchants is given to The Yankee Network's home town 
csH Lewiston , 1 abe Le , ° , 
Portiond Abu stations. It's this kind of acceptance which "wins friends and 
LH wHA . : , 
Yoni Groenel influences people" . . . with profit-producing results. 
Lawrence ws P r 
WSAR om Get the benefit of this key buying center coverage for 
Fall River 
wiBz New Hoven the balance of 1941. 
Bango! 


nme YANKEE NETWORK, INc. 


21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS 


HEN you promote your products on The Yankee 
Network, you move them right into New England 


EDWARD PETRY & CO., INC., Exclusive National Sales Representatives 
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Johnson Leaves Schick 

Roy W. Johnson, advertising man- 
ager, Schick Dry Shaver, Inc., | 
Stamford, Conn., has resigned, ef. | 
fective June 1, to become president | 
of Post & Yalden, Hartford, Conn.. | 
sales promotion organization. The | 
corporate name will be changed to 
Post & Johnson, and activities will | 
be expanded to cover all phases of 
sales promotion and 
ing. 


. | 
merchandis- | 


To Join Tracy, Locke 


Milton Burgh, news editor in the | 
special events division of National 
Broadcasting Company, New York, | 
will resign May 15 to join Tracy- | 
Locke-Dawson, New York, as radio | 
director. Francis C. McCall will 
succeed Mr. Burgh. 


“MEET THE PEOPLE” 


‘Matched Make-Up’ 
Newest Sales Tool 


in Woodbury Chest 


WOODBURY USES "MATCHED MAKE-UP" THEME 


tively, the Cameo Skin Type, 
American Beauty Blend, Tropic 
Skin Type, Honey Skin Type and 
Ivory Skin Type. 
Types Emphasized 

Keyed to the caption, “Beauty 
‘ for every type of American 
womanhood,” copy for one insertion 
will first emphasize the scientific 


- a, 
Me? rrr 


Here’s what the Chinese proverb means 
about one picture being worth 10,000 
words. Robert T. Herz, vice-president of 
Buckley-Dement, is a man of many foi- 
bles, including a weakness for herring- 
bone stripes and squashy hats. He is 
likewise a man of seemingly inexhausti- 
ble resourcefulness at figuring out mer- 
chandising plans for clients. Jumping 
around the map, he serves such noted 
advertisers as Sears-Roebuck, Interna- 
tional YMCA, Borden's, TIME Magazine 
and others, who keep him busy year 


after year. Ps e 6 


Have you seen the Buckley-Dement Master 
Mailer? It's a new and novel letterhead 
form, which incorporates a self-addressed 
reply device—either a card to bring back 
inquiries, or an envelope to bring orders 
or currency. Let us send you free samples 
and show you how to fit this effective 
mailing piece into your schedule. Phone 
MONroe 6100 or write Buckley, Dement & 


| months ago will be given additional 


emphasis in June when Wood- popular film stars. Find your type 
bury will launch advertising for | here. Discover your potential 
'“matched make-up,” including lip-| beauty. Then let Woodbury help 


New York, April 29. —The cus- perfection of Woodbury prepara- 
tom-made touch which John H_| tions, and then describe the creation 
Woodbury, Inc., gave to its face|°f make-up for “your own indi- 


vidual type.” 

“You are one of the 5 prevailing 
skin types defined by Hollywood, 
and shown here in the portraits of 


powder promotion by the introduc- 
tion of “color controlled” shades for 
individual skin types several 


stick, rouge and powder. you make the most of it. 


Transit Industry 
Ponders $100,000 
Magazine Campaign 


Washington, D. C., April 29. —A 
national campaign to sell street car 
and bus service is being considered 
by the transit industry, it was 
learned following a meeting held 
here yesterday under the auspices 
of the American Transit Association 
at which preliminary plans were 
discussed. 

The transit industry has never 
embarked on a cooperative national 
program of promotion. The need 
for such a drive has long been 
recognized, however, and the sub- 
ject has been discussed at ATA con- 
ventions. Following the last con- 
vention, a special committee was 
formed to prepare a_ preliminary 
plan, details of which were unveiled 
for the first time here yesterday. 

The tentative plan calls for a 
$65,000-a-year national magazine 
drive, plus a $100,000 budget for 
three years to cover preparation of 
sales promotion material for local 
distribution. Thus the projected 
campaign shapes up asa $100,000-a- 
year effort, which is considered the 
bare minimum to get results. Mak- 
ers of equipment for the transit in- 
dustry, chiefly manufacturers of 
street cars and busses, are under- 
stood to be in favor of the plan and 


| willing to augment the promotion 


Many Problems Present 


| As a supplement to the five | PU eeee CORY will appear in the | fund. 
“color controlled” shades of face|June 22 issue of The American | 
powder for the basic types of femi- Weekly and the July issue of | 
nine beauty, Woodbury will intro- | Woman’s Home Companion, and 


duce rouge and lipstick in matching 


may be extended to other maga- 
zines at a later date. A “Matched 
Make-Up Kit,” including face pow- 


The motion 
who were 


colors. 
resses 


picture act- 
selected to 


‘epitomize the different skin types| er, rouge and lipstick, offered at 


in the face powder promotion will | $1, will be featured in the half-page 
continue as a feature of the copy, | maertion in the former, while the 
with paintings again employed | two-page spread in the latter will 
instead of photographs to give more | mention | other Woodbury products 
accurate reproduction of the skin|in addition to the kit. 
tones. The “matched make-up” theme 
Virginia Bruce, Myrna Loy, Do-| Will also be promoted on the “How 
lores Del Rio, Brenda Joyce, and|Did You Meet?” program on the 


Company. 1300 Jackson Blvd., Chicago. 


Merle Oberon represent, respec- 


NORFOLK, VA. 


18395 184" (Sai 


UDGE the Norfolk Market not by 

its billion dollars of defense orders 
alone, but by its business activity right 
now! 40% GAIN in DEPARTMENT 
STORE SALES . . . 142% INCREASE in 
NAVY'S MONTHLY PAYROLL . 
BANK DEBITS up 42° —all figures March 
over a year ago.” 


That's typical of sky-ward zooming indices 
in every field—indices that prove Norfolk a 
leader among scores of humming U. S. Mar- 
kets today.* And the peak of work is yet to 
come! 


WTAR contacts more listeners in this rich 
Norfolk Market than all other stations com- 
bined. Here is why: WTAR carries special 
local programs cued to the special interest of 
this nautical area—PLUS the heaviest NBC 
Red and Blue Network commercial schedules 
in the entire Southeast—PLUS the authority 
of 20 years as the favorite station of this rich 
market. 


*Call Edward Petry & Co. for the complete 
story on the Norfolk Market—now going 
into its greatest prosperity of all time. 


* COMPLETE NBC RED AND BLUE SERVICE * 


National Representatives 
EDWARD PETRY & CO. 


| NBC Red network. Retailers will 
|receive special display material. 
Lennen & Mitchell is the agency. | 


Affiliated Plans 
Consistent Copy | 
for Its Lipstick | 


| New York, April 29.—Following 
la series of small-space insertions in 
‘a list of six magazines, Affiliated 
| Products, Inc., will launch its most 
consistent campaign for Louis Phil- 
ippe lipsticks in the July issues of 
one weekly and nine monthly maga- 
zines. 

Copy in black and white and two 
|colors, ranging from 85 lines to 
half pages, will appear monthly for 
the remainder of the year in Cos- 
mopolitan, Good Housekeeping, 
Harper’s Bazaar, Ladies’ Home 
Journal, Life, Mademoiselle, Red- 
book, True Story, Vogue and You. 
Erwin, Wasey & Co. directs Louis 
Philippe promotion. 


} 


Merge Macfadden Staffs 


| The sales staffs of Physical Cul- 
| ture and the Macfadden Detective 
| Group, consisting of True Detective 
| Mysteries and Master Detective, 
have been merged, with William 
Englehart appointed advertising di- 
|} rector for the three magazines. John 
F. Schiller, formerly advertising 
|manager of the Detective Group, 
has been named Eastern advertis- 
ing manager. 


Marshall Field Appoints 


| R. T. Graham, since 1936 credit 
manager of the manufacturing di- 
vision, Marshall Field & Co., New 
York, has been appointed general 
sales manager of its New York of- 
\fice. His credit duties have been 
taken over by W. A. Hoch. 


Collins Called to Navy 


William H. Collins, assistant in- 
dustrial advertising manager, Scott 
| Paper Company, Chester, Pa., has 
| been granted a leave of absence to 
|report for active duty with the 


The transit industry has numer- 
ous problems which might be taken 
to the public in advertising. Many 
municipal authorities, for example, 
have taken the position that street 
cars are a traffic menace and should 
be eliminated. The transit indus- 
try claims it has facts and figures 
to prove that traffic is much more 


| congested where trolleys are elimi- 


nated and use of private automo- 
biles therefore stimulated. Dis- 


\criminatory legislation and mun 


| Sachs 
| the 


pal ownership are other problems 
Money for the projected drive js 
to be raised by contributions baseg 
on gross revenue of local com. 
panies. Some opposition to e 
plan was raised at yesterd>»’s 
meeting, but proponents are h 
ful that funds will be forthcom ng 
Plans are still too nebulous {o, , 
selection of an agency, it was s iq. 


Val-A-Pak to Get 


Biggest Promotion 


Anticipating a record travel «a. 
son, Atlantic Products Corporat on, 
Trenton, N. J., will launch its » jig. 
gest advertising campaign for \ a]. 
A-Pak luggage in mid-May, 


| through Geyer, Cornell & Ney el]. 


New York. Color pages in Colli ,’s. 

Life and The Saturday Evening ‘ost | 

will be used. | 
A window display contest © ith 

cash prizes for dealers will ti in 

retail outlets with the maga ine 

campaign. Free mat service ind 

display material will be furni eq 

to encourage dealers to adve: tise 

Val-A-Pak luggage locally. 


Joins Sears, Roebuck 


Henry Rowen has resigned as ad- 
vertising manager of the Morr: B. 
store, Chicago, and jo ned 
advertising department of 
Sears, Roebuck & Co., mail order 
division. 


FLEXIBLE PRIN 


ss MATTE PRINTS 


RAPID COPY SERVICE CO. 
@ 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
e Ninth-Chester Bidg. . . CLEVELAND 


|U. S. Naval Reserve. 
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Four A’s Research 
to Refute Consumer 
Spokesmen’s Claims 


(Continued from Page 1) 


just one sector of the field?” 
asked. 

National advertising does not per- 
form the whole selling job, he ob- 
served, and consequently it may be 
desirable to supply the informative 
data in some other forms of promo- 
tion 

Both Mrs. Howe and Dr. Coles 
expressed optimism regarding the 
possibility for expanded consumer- 
business cooperation in the future. 
Dr. Coles, discussing informative 


he 


labeling, remarked that while some | 


business men have strived to retain | 
the status quo, “others realize la- | 
beling improvement is good busi- 


ness and are cooperating with con- 
sumers in a genuine and sincere ef- 
fort.” 


May Call on Government 


Unless labeling progress is accel- 
erated, consumers will turn to the 
government for aid, she warned, a 
development “that will not be a 
particularly desirable state of af- 
fairs for either consumers or busi- 
ness 

Guy C. Smith, executive vice- 
president of Brooke, Smith, French 
& Dorrance, was elected Thursday 


as chairman of the board of the 
Four A’s. Other officers named 
were: vice-president, B. B. Geyer, 
president of Geyer, Cornell & 
Newell; secretary, Wilbur Van 
Sant, Van Sant, Dugdale & Co., 
Baltimore; and treasurer (re- 


elected) E. Dewitt Hill, vice-presi- 
dent of McCann - Erickson. John 
Benson continues as president,Fred 
Gamble as managing director. 

Mr. Smith, in his speech of ac- 
ceptance, warned that expansion of 
production facilities resulting from 
the defense program will place 
upon advertising the most tremen- 
dous task in its history. ‘The end 
of the war will find America with 
a production capacity far beyond 
anything previously dreamed of,” 
he said. “And it is my belief that 
if this capacity is to be construc- 
tively used for the benefit of the 
people as a whole, it will be be- 
cause the production, flow and use 
of consumer goods is stimulated by 
advertising in volume and power 
far beyond anything seen in this 
country before.” 


Cites Advertising Aid 


The new chairman, 


who suc- 
ceeds Atherton W. Hobler, presi- 
dent of Benton & Bowles, had 


served previously as both secretary 
and vice-president of the Four A’s, 
and with Bruce Barton, president 
of BBDO, acted as co-chairman of 
the Hot Springs convention. 

In an address marking his retire- 


or 


PREMIUM 
PROMOTION 


| A well-known oil company 
Wes Newscolor broadsides 
for distribution through oil 
Stations. Each piece has a 
Premium angle. Large increase 
IN gas station traffic has been 
direct result. We'll send you 
copies of each broadside on 
request. 


SHOPPING NEWS 


hewteolor “Division CLEVELAND 


ment as chairman, Mr. Hobler de- 
clared that advertising will serve to 
deter undue price rises during the 
defense emergency. He emphasized 
the proved resistance of advertised 
products to price increases, citing 
the competitive situation resulting 
from advertising the chief re- 
straining factor. 

Advertising will also aid materi- 
ally in maintaining morale during 
the emergency, he said, since the 
continued availability of normal 
civilian comforts “can prevent 
needless interruptions in the man- 
|ner in which our people are accus- 
| tomed to live.” Arthur Hays Sulz- 
| berger, publisher of the New York 
Times, discussed freedom of the 


as 


press and during the course of his 
address denounced the allegations 
put forth in the last presidential 
campaign by national democratic 
chairman Flynn to the effect that 
advertisers dominated 
editorial attitudes. 
Carl Snyder, economist, also par- 
ticipated in today’s program. At 
the annual Four A’s dinner, Paul V. 
MeNutt, Federal Security Admin- 
istrator, was the featured speaker. 


newspaper 


Returns to Old Offices 


Maitland and Reinhard, Cleve- 
land, industrial marketing, has re- 
turned to its former address, 619 
Penton bldg., from 313 Seventy 
First Euclid bldg. 


FCC Grants Commercial 
Status for Television 

Washington, May 2.— The Fed- 
eral Communications Commission 
today authorized commercial status 
for television, effective July 1. 
Technical standards and rules con- 
sidered at March hearings 
adopted in substance. Stations will 
be required to operate a minimum 
of 15 hours weekly and no single 
company may own more than three 
stations. 

Despite FCC’s green light, de- 
velopment of television as a com- 
mercial medium may have to be 
postponed until after the interna- 
tional crisis. Radio set makers are 


were | 


already hard pressed for raw ma- 
terials and curtailment of the out- 
put of receiving sets is considered 
inevitable in the near future. 
Burn-Smith Moves 

The Burn-Smith Company, radio 
station representative, has trans- 
ferred its New York office to 9 E. 
40th street. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 
CHICAGO 


o BIRDS-ENE view 


What a migration! Businessmen, bankers, 
industrialists, advertising executives — the 
families of consequence around your own 
corner — all flocking to newsmagazines like 
NEWSWEEK in unheard of numbers to get a 
bird’s-eye view of what’s what in today’s 
| news, and what’s likely to happen tomorrow. 
| Make your own survey. .. see for yourself « 


The publishers’ official game wardens (the 


A.B.C. and P.I.B.) say they’ve seldom seen 
anything like it in all the years they’ve been 
checking off migratory trends * You don’t 
have to jump into a sky flivver, either, to 
see what started it all — although we would 
like to point out in passing that we had the 


largest gain in aviation advertising, too, of 
any general magazine during 1940. And 
that the “2” on the plane above signifies 
NEWSWEEK’s ranking in this important 
classification — up from 8th place in 1938 « 
A three-dimensional editorial formula. . . 
presenting all the important news plus its 


significance . 
things to come . 


. analyzing the portents of 
.. giving America the in- 


formed opinions of experts on warfare, eco- 
nomics, government .. . this is the fare that 
lures America’s better families to NEWSWEEK 
every week. They’re the pick of the flock 
_.. those whom advertisers have found most 


responsive to their call. 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


Newsweek 


THE MAGAZINE OF NEWS SIGNIFICANCE 


Hear “AHEAD of the HEADLINES” 
Newsweek on the air every Thursday night over stations of the 
NBC Blue Network, 10:30 E.D.1T.— 9:30 C.D.1T.—6:30 P.S.T. 


i 


Ps ee | ans 
i ——eeee——_ , i = 
— 
Sj 
es ee 
Pe 
me 
aie * 7 
“ = 
2 
a _ 
Po aa 
ee 
| ©. oT 2) Yi, a 4 oe 
Ae r @ @ :: Y 2, -_ 
Fa\\ 
ae ) — — w= : = 
| A Pe 
a sy 
—~ eal 
hae * 
- eA - 
- an ‘s 
; + _<-" 2 on Veg a 
ee : 
cs 
‘ —— “ _ 
; y a 
yo" ae 
wat ~ 
ae 
oe ?). 
at ot oe @ 
we Xn sat is ao 
a baal “ 
t nat 
ba 
“ ms 
AY} a 
: : 
| 
; 
ae 
aes Var i ey, : a si a ig Wr: a a at Se Br ey gee cee : ae a s fs f t. v P a we eee oh eS ih 4. ae ees . 
ie a eal be i Ae 6 ae $5 ai we ns, erg et ae a “f oy, fort Temes = , 4 rhe ee we to ah 2 Tae wc ecto ne eg Zk ‘ J % ee aes og as na 
Ps a pe RR gee cline eMC ene. mene Sr? Te Le EE ey are aaa he 2 7, ee: 
‘ e £ y .. a ee er re el ag = = ta iS Rs a JPR ae eee me, eae ra hy ue 


42 


ADVERTISING AGE 


May 5, 194) 


MacLaury Advanced 


The American Maize-Products 
Company, New York, has appointed 
Bruce K. MacLaury, with the com- 
pany since 1935 and recently sales 
promotion manager, as sales man- 
ager of the package division. 


Draws Banquet Plans 
Kenneth Hinshaw, former presi- 
dent of the Advertising Club of 
Springfield, Mass., has been ap- 
pointed general chairman of the 
club’s annual souvenir banquet, to 
be held at Riverside Park May 16. 


FOLDERS 
BROADSIDES 


RAPID COPY SERVICE CO. 
123 N. WACKER DRIVE 
CHICAGO, ILLINOIS 
Telephone STATE 5977 


PRINTING 


use ONE 61 ALL 
just as YOU desire 


... but all are here ready to 
serve you. Speed, economy 
and satisfaction always assured 
when you use FAITHORN 3-in-| 
Service. No job is ever put 
through the Faithorn plant as 
a mere matter of type, ink or 
presswork .. . To us, every bit 
of engraving, printing or type- 
setting represents a message 
tor your prospective purchaser. 
It's the reason why many of our 
customers feel that they can 
entrust the entire job to us with 
full confidence in our ability. 
There is no charge for this 
extra interest. It is part of our 
creed. The payment for it comes 
through the enthusiasm of cus- 
tomers who know they have 
found a concern that under- 
stands the real meaning of 
SERVICE. We are here to help 
you... Let's get together! 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 


ings through every step of production. 


4 


=aeee & meee ie, & 


bosseaned 


Write or Phone for 
One of Our Representatives 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


Roundup of Advertising Promotions in the Test Stage 


Ready-to-Eat Oats 
Introduced by 


CerealGiants = 
Quaker Oats and Gen- 


eral Mills Place New 
Products in Field 
| 


Chicago, May  1.—Ready-to-eat 
oat cereals, heretofore not included | 
in the ranks of cereal products, will | 
be brought to the attention of the 
nation’s consumers by not one, but | 
two major companies during the | 
next few weeks, 
learned today. 


| Quaker Oats Company, which has | 


| recently been expanding its product 
|}and sales effort in numerous direc- 
| tions, with the end not yet in 
sight, is introducing a brand new 
item in its line—Quaker Oaties, 


~ i? 
vot = 


MUS 
ae Fr 


described as “expanded = oven 
toasted whole grain oat cereal, 
ready to eat.” The new product 


is packed in a 10-ounce box wider 
than it is high, providing remark- 
able shelf visibility for the word 


“Oaties,” which extends across the 
entire front of the package. It 
will probably sell for about 13 
cents. 


Announced to Grocers 


A four-color broadside introduced 
Quaker Oaties to the trade through- 
out the country March 15, and all 
Quaker salesmen have since been 
armed with full information on the 
new product, but so far as could 
be learned, the product is not yet 
on sale, It will be 
shortly—perhaps within the 
week 
introduction to the grocery 
| will go on sale as rapidly as possible 

throughout the country. 


next 


The broadside distributed to gro- | 


cers in March declared that the 
product has been tested for form, 
flavor, consumer acceptance and 
grocer appeal. These tests have 
been going on among 
and institutions for the past year, 
ADVERTISING AGE learned, and the 
product has been in the develop- 
|ment stage for a_ considerably 
longer time. The Oaties package, 
aside from its unusual shape and 
shelf appeal, includes a new type 


of chute opening which can readily | 


be closed by simple finger pressure. 
Advertising and merchandising 
plans have been completed, or 
nearly so, but details are being 
carefully guarded. 
Ryan, Chicago, will handle 
tising of Quaker Oaties. 


General Mills in Field 


The other newcomer to. the 
ready-to-eat oat field is 
Cheeri Oats, a new product of Gen- 
eral Mills, Inc., Minneapolis, which 
will begin a newspaper test cam- 
paign for its first venture into the 
oats field May 15. 
will begin in Peoria, 
Harrisburg, Milwaukee, Sacramento 
and Houston on that date, and the 
promotional effort will be stepped 
up in the same markets beginning 
June 2 with a_ transcribed five- 
times-weekly dramatization of Ste- 
venson's “Treasure Island.” 

The show will be aired daily at 
5:45 to 6 local time, through Black- 
ett-Sample-Hummert, Inc., Chi- 
cago, under a 26-week contract. It 


cereal 


is understood that if the test pro- | 


| cereal 


ADVERTISING AGE | 


introduced | 


and in line with the national | 
trade, 


Ruthrauff & | 
adver- | 


Newspaper copy | 
Providence, | 


motion proves successful transcrip-|a satisfactory response and may be | 
tions will be dropped in favor of |extended to other markets. 


live talent, and the program will | 
| be put on a network. 


General Mills’ entry in the oat 
field differs from Quaker 
Oaties in form, as well as in other 
particulars. Cheeri Oats are made 
in a very small doughnut shape— 
a tiny circle with a hole in the 
middle, about one-third the size of 
a Lifesaver. 


FROSTED FOODS MAY 
DEVELOP PREMIUM USE 

New York, May 1.—The possi- 
bility that Frosted Foods Sales Cor- 
poration may move into the realm 
of premium merchandising on a 
broad scale was indicated here this 
week following completion of a 
two-city test of a special offer for 


\/ _ — "HURRY! HURRY! HURRY! 


#/#05 EYE FROSTED FOOD DEALERS. 


Newspaper copy like this, playing up a 

premium offer for Birds Eye foods, has 

proved so successful that the use of pre- 
miums will probably be extended. 


| Birds Eye frosted foods. 

The experiment consisted of two 
525-line insertions in the Baltimore 
Sun and in the Wilmington News. 
The offer featured a free foodchop- 
per and measuring cup, represen- 
ting a retail value of 89 cents, with 
the purchase of a 95-cent Birds Eye 
“dinner.” The latter combination 
consisted of a one-pound chopped 
| steak, and a box each of corn, green 
beans and rhubarb, sufficient for 
four servings. Each ad_e carried 
| listings of local Birds Eye dealers. 
| The deal is said to have drawn 


OFFERS FREE DOLLAR BILLS 


IN 7-UP CONSUMER DRIVE 

| Roanoke, Va., April 30.—The 7- 
|Up Bottling Company of Roanoke 
|has adopted a novel advertising 
|stunt to build up bottle consump- | 
|tion of its product—free dollar bills 
|for consumers who can produce a 
|carton and a half dozen 7-Up bot- 
|tles if a roving Western Union boy 


area, 


‘one cent 
| purchase of two packages of K 


|you to 
| roasted-and-toasted Kix.” Testing 


|not been 
| seller due to lack of taste appe 4 


|G. Nessler 


iy 7-UP BOTTLING CO. 
A: OF ROANOKE 


Seven-Up tries out the free-dollar-bill 

offer used some time ago by Wrigley 

and currently being used by Spam, with 

this unusual combination reader-ad copy 

in Roanoke, Va. The promotion is de- 

signed to increase sales of the six-bottle 
carton. 


happens to ring their doorbells. 
The copy, limited to the Roanoke 

area, advised residents to watch for 

the messengers “this week in your 


neighborhood.” Appearing in the 
Roanoke World-News, the ad was 
devised by the local bottler. Young 


|& Rubicam, Chicago, prepares copy 
‘for the 7-Up Company, St. Louis, 
but bottlers who operate on a vol- 
juntary franchise basis adopt and 
|handle their own promotion. The 
parent company cooperates with 
store material, panel posters, news- 
paper mats and radio scripts. 
Although limited to the Roanoke 
tests, the dollar bill scheme prob- 
ably will be adopted by other bot- 
|tlers of the beverage if results are 
satisfactory. 
USE PREMIUM FOR KIX 
(Picture on Page 1) 


Minneapolis, May  1.—General 
Mills this week launched a test for 


—— 


Kix with a “more highly accenteg 
new corn flavor” in the Chicago 
with copy featuring a pre 
mium offer of a marmalade jar jn 
the shape of a giant strawberry for 
in connection with ‘he 
emphasizes 


Copy the premium 


| offer, and includes the information 


that “nothing of the kind we ever 
offered has exceeded it in popu ar- 
ity in advance tests.” 

The product itself is identified as 
“the new Kix,” and the premium 
offer “is made solely to introduce 
the new, more-higly- 


of the new product, with a fis. 
tinctively new flavor, follows | er- 
sistent trade reports that Kix jas 
successful as a repeat 


condition which it is hoped the 
change in processing will overcome 


BUBBLING HAIR RINSE 
TESTED IN EAST 

New York, April 30.—A ey 
“bubbling” hair rinse, called F re. 
fly, has been introduced by Chi: rles 
Company and is ur- 
rently being tested in Long Is!ind, 
Connecticut and Rhode Island »iar- 
kets. The product is in tablet form 
and dissolves in water. 

Newspaper insertions, 100 lines in 
size, are appearing in Jami ica, 


Atty Raat: 
ai daa iE Spa Sopot a 


UT iialshlsadinn usb 


| are YO) 
a NEWSPAPER? 
: Want to sell MORE 


LOCAL LINAGE? 


There’s something NEW un- 
der the sun! It’s the OREN 
ARBOGUST PLAN to help 
newspapers sell more LOCAI 
linage. It had its trial flight’ , 
last January 6th in seventeen 
newspapers. Today it is no 
longer theory. It takes a load 

| off the minds of local man- R 
| agers, promotion managers; 

gets unparalleled acceptance 
| from merchants and ad agen- 


cies: sells merchants on con- 
tinuity (read that again): |. 
sells brand new local ac- | 

counts: sells old advertisers | ' 


| 
on increased and regular ac 
vertising. Here are a FEW |. ! 
famous users: Chicago Daily 
| News, Cineinnati Enquirer. 
‘ 
I 
] 


Kalamazoo Gazette, Houston 
Chronicle, Richmond News 
Leader, Peoria Journal-Tran- 
script. WRITE us for de @ 


seriptive brochure. 


I 
| " . ( 
OREN ARBOGUST . 
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Thirty N. Michigan Ave. 
CHICAGO 


consumers | 


Mounted 


| 
| 


we 


| 
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To Give You An Idea 


of the scale 
10 Display Prints enlarged to 24”x36 
from one original, $1.70 each 
$1.40 cach—other quantities and siz 
im proportion, 
to black, but AT NO 


can be blue, brown or red on white 


Write or phone ATI iS, WHITEH {L1 


how th 
Print will 


75. and let us show wou 
new itlas 


wour 


Displan 
solve 


cally. 


of prices and quantities, 
25 at 


Color is not restricted 


IDDED COST 


he Ip 


display problem—economi 


L] 
Here's How Some Folks 
‘+ WINDOW DISPLAYS . . 
STORE DISPLAYS . . 
- SALES PRESENTATIONS 


Other Atlas Special 


2 


ENLARGED NEWSPAPER ADS 


t 
a 
ee 


SIZE 24x 36 


Use Atlas Display Prints 


DEALER PRESENTATIO’ 
SHOP BULLETIN NOTICE: 
SALES CHART> 


ties Include Murals, 


Bromide Enlargements, Jumbostats, Atlastats, 


Copy Photographs and Studio Photography. 


ATLAS PHOTO COPY COMPAN 
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NEW PRODUCT For the stations: 3 per cent of | using theme songs or bridges; 1% | poser, author, publisher, date of iaeee 2 
an utua net receipts (i. e., gross payment! per cent for programs using inci- | copyright, etc. sd 


for broadcasting facilities, less dis- | dental music only; 1% per cent for Conversations between ASCAP 

counts and advertising agency com- | incidental music used in connection | and representatives of CBS and 

’ Come {1} Terms: missions) for four years, and 312 | with football games (no license fee| NBC are currently in progress. 
fe rf per cent for remainder of the term. | on any other sporting event). Although it is expected that com- 
| ‘4 /On sustaining programs, highest Sustaining fees on programs | Pletion of a deal with Mutual will 

| HAIR BEAUTY AY { f Vy f hour rate monthly, but in no event | using ASCAP music—1 per cent of | accelerate the return of ASCAP to 

o Jon drop Finely Febler ime | a ions 0 0 e more than one and one-half times | station card rate applicable to time | stations affiliated with the other 

Kagel ss the stations’ 1940 sustaining fee, | consumed. Maximum sustaining fee | networks, there has been no indica- 


glorvus laste: parkling highligh, (Continued from Page 1) with the nominal $1 a month fee/ will be 


the highest hour rate/|tion that the terms will be the 
ee ee SS ee |choice on their individual licensing for stations having less than $50,000 monthly, but never more than one | same. 


rab of Tablet gives tall wren | arrangement. gross receipts annually. and one-half times the stations’ 
The terms of the two plans are 


your beautician 


‘ For your own wee ‘ Per Program Plan 1940 sustaining fee. No payment as 
. 10st: as follows: to sustaining programs under aus- 24 Hours 
FIRE FLYA HAIR RINSE Term ending Dec. 31, 1949, or any | pices of religious, patriotic or civic 


jy LABLE AT LEADING TOILET 6000S COUNTERS AND BEAUTY SHOPS Blanket License shorter term at election of station. | groups. 


= | For the network: 3 per cent| License fee on commercial pro- Accounting—stations must fur- 
This copy for Firefly bubbling hair rinse, | royalty on all network programs for /grams using ASCAP music—10 per|nish as to all musical programs, 
a new product, ran in Hartford, in 100- | four years and thereafter 3% per| cent of net receipts from musical | }item by item, list of all composi- 
line space. cent, until Jan. 1, 1950. ‘shows; 3 per cent from a program /!tions broadcast, stating title, no ee oe enna 
N. Y., Hartford, Danbury -~ 
Providence. Spot radio is also 
peing used in the same markets. 
Firefly rinse sells for ten cents. | 
Distribution is through drug and 
department stores and _ beauty 
shops. Kleppner Company has been 
appointed agency for the account. 


New York, May 1.—The first big 
advertising push for Minute Man 
Soup Mixes, manufactured by Skin- 
ner & Eddy Corporation, Seattle, o 
2 will get under way here next week but reer protit 4 
when a radio and newspaper cam- 
paign is launched as a prelude to 
promotion in other key markets. 
J. M. Mathes has been appointed to 
handle the Soup Mix account. The 
company’s Icy Point and Peter Pan 
salmon brands continue under their 
existing agency setup. 

Two participating radio programs 
—the Alfred W. McCann Hour on 


WOR, and the Make Believe Ball- 
| room on WNEW—will be used dur- 
ing the course of the introductory 


campaign, in addition to New York 
newspapers. Plans for other mar- 
kets have not been completed. 

The Minute Man line consists of 
three soup mixes—chicken noodle, 
rice and vegetable. The product 
sells for ten cents a bag, three for 
a quarter. 


by Nancy Sasser 


NANCY SASSER now goes national with 


her famous “what-to-buy”” column... 


first national issue out September 7th. 


Clarey Heads Export 
Advertising Group 


J. J. Clarey, foreign advertising | A brand-new opportunity in space buying... a personalized Sunday advertising 
manager, Bristol - Myers Company, ol = . : . . 
dg “4 column, writte 1 woman- | Wii expe womens page co St, é 
has been elected president of the n, written in woman-talk by an expert wom page columnist, on what to buy in 
Export Advertising Association, nationally-advertised goods. 
succeeding Peter St. C. Christie, di- | on ; 
rector of international trade, R. B. Thousands of women have been turning right to the society page to see what Naney’s 
Davis Sales Company, Hoboken. . ; ; ; . . 
Frederick Moeller, export sales talking about now... planning their shopping lists by her say-so . . . swamping local 


manager, Lehn & Fink Products 


' stores with calls for goods she mentions. 
Corporation, was named vice-presi- 


‘ dent. J. B. Powers, president, Where thousands have turned, now millions will. 
J Joshua B. Powers, Inc., was re- 
elected treasurer, and W. R. Bick- For NANCY SASSER is now going national . . . syndicating her advertising column, 
ford, Export Trade & Shipper, sec- | : . goiete ' 
iF retary. BUY-LINES, through 32 leading newspapers with 8,500,000 circulation. 
4 7 aoa | Starts September 7th. 19-41. bxclusive representation of your product. 
Certain-teed Names Mayer . 7 orang mS 
— ee First come, first served. Minimum 13-week contracts. A natural for store tie-ups. A lever 
_Certain-teed Products Corpora- ; 
tion, New York, manufacturer of | for new outlets. A way to get better push with consumer and retailer. Effective use of 
building materials, has appointed | ‘ é 
Harold F. Mayer, formerly assistant | small unit space that easily fits your budget. 
advertising manager, as advertising 
and sales promotion manager. 
2.500.000 Circulation in 3 Groups in Key Trading Areas 
New York Times Chicago Tribune + Philadelphia Inquirer - Detroit Free Press - Cleveland Plain Dealer — - St. Louis Globe-Democrat 
Boston Post + Pittsburgh Press - Washington Star + Minneapolis Star Journal - Cincinnati Enquirer + Indianapolis Star - Des Moines Register 
St. Paul Pioneer Press + Louisville Courier-Journal 
( 0 L l | N § New Orleans Times-Picayune - Houston Chronicle + Atlanta Journal - Dallas News + Memphis Commercial Appeal = - Charlotte Observer 
M LLER g Miami Herald - Birmingham News & Age-Herald - Richmond Times-Dispatch - Jacksonville Times-Union - Norfolk Virginian-Pilot - Nashville Tennessean 
. HUTCH | NGS. Los Angeles Times + San Francisco Chronicle + Seattle Times + Portland Journal - Oakland Tribune 


For full information and rates address 


NEWSPAPER GROUPS, INC. 


Sales Representative for Nancy Sasser, Inc. 


PHOTO-ENGRAVERS 420 LEXINGTON AVENUE + NEW YORK CITY + MOhawk 4-3130 
IN CHICAGO 


CHICAGO + 360 North Michigan . DETROIT ~- General Motors Building . SAN FRANCISCO + Chronicle Building 
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Busy Sessions 
Planned for NAB 
Annual Meeting 


Washington, D. C., April 30.— 
National defense and other matters 
pertaining to the government will 
be heavily accented at what prom- 
ises to be one of the busiest con- 
ventions ever held by the National 
Association of Broadcasters, to be 
held in St. Louis, May 12-15. 

Featured speakers will include 
Vice-President Henry A. Wallace, 
Sen. Wallace H. White, Chairman 
James L. Fly of the Federal Com- 
munications Commission, and Di- 


GET OUR FREE 
REFERENCE 


BOOK and 
MAILING 
LIST CATALOG 


Gives counts and prices on accurate guaranteed 
mailing lists of all classes of business enter- 

rises in the U. S. Wholesalers—Retailers— 
annfastusees by classification and state. Also 
hundreds of selections of individuals such as 
professional men, auto owners, income lists, etc. 


Write today for your copy 


R.L.POLK&CO. 


Polk Bidg.— Detroit, Mich. - 
Branches in Principal Cities : 
World's Largest City Directory Publishers 


Mailing List C fers. Business Statis- 
tics. Producers of Direct Mail Advertising. 


| for 


rector Lowell Mellett of the Office 
of Government Reports. The Army 
will be represented by its public 
relations director, Gen. Robert C. 
Richardson, Jr., and the Navy by 
Com. H. R. Thurber, also in charge 
of public relations. 

The time schedule of the conven- 
tion is similar to last year’s except 
that the meeting gets under way 
on Monday instead of Sunday. 
Opening day will be taken up with 
committee meetings, the annual 
golf tournament and a meeting of 
NAB directors in the evening. 

Formal opening of the convention 
is scheduled for Tuesday, May 13. 
A round table conference on na- 
tional defense will feature Chair- 
man Fly, Gen. Richardson, Com. 
Thurber and Mr. Mellett. Vice- 
President Wallace will speak at 
lunch. The afternoon will be de- 
voted to meetings of Independent 
Radio Network Affiliates, other in- 
dependents, clear channel, regional 
and local stations, and sales man- 
|agers. The National Broadcasting 
Company’s cocktail party will com- 
| plete the day’s activities. 

The music situation will come in 
attention Wednesday morning 
and afternoon. Sen. White, Maine 
| Republican and father of radio 
legislation, will be the luncheon 
speaker. Insurance, recording stan- 
dards, and daylight saving time 
will be discussed as well as the 
music situation in the afternoon. 
The Columbia Broadcasting System 
will play host at cocktails after 
business hours, and the day will be 


completed with an evening meet- 
ing on facsimile, television, fre- 
quency modulation and_ interna- 


tional broadcasting. 

| Thursday morning will be occu- 
pied by round table discussion on 
unit volume, the NAB code, radio 
advertising and a talk by Col. 
Willard Chevalier, publisher of 
Business Week. Mark Ethridge, 
Louisville Courier-Journal, will be 
'the luncheon speaker. 


CrYClusivt atsutrea €0 PaESS 


@ Sixty-seven years of service have established The Oakland 
TRIBUNE as the dominating newspaper medium in Metro- 
politan Oakland, the Pacific Coast's Third Market. 


@ All-time high records have been established in carrier, 
total city, and city and suburban circulation for the daily 
paper. The TRIBUNE'S Sunday circulation is the greatest 

in its history. ( Latest ABC. Reports ) 


@ Still growing with the community it has served for more 
than half a century, The TRIBUNE continues to 
“PIONEER, BUILD and LEAD” in Metropolitan Oakland 


GREATEST HOME DELIVERED DAILY CITY CIRCULATION IN NORTHERN CALIFORNIA 


wittrnoto vartto wants 


National Representatives: WILLIAMS, LAWRENCE GCRESMER CC 
Member of AMERICAN NEWSPAPER PUBLISHERS’ ASSOCIATION — 


THIS WEEK 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


SERRE 


WEEK BY WEEK VARIATION SHOWN HERE 


+15 / 


+10 


a 


}+—++_+_+_1_— 


qxamnmngeneemend _y — 4 ees ees 
JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY 


AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 


% Gain % Gain 
17-Week 17-Week 17-Week or Loss or Loss 
Period Period Period 1941 1941 Week Week % Gain 
Ended Ended ended over over Ended Ended t 
April 29,1939 April 27,1940 April 26, 1941 1939 1940 April 27, 1940 April 26,1941 Loss 
Akron, Ohio P ~ $3,240,812 3,080,682 3,228,629 —0.4 +48 217,669 210,627" 33 
Albany, N. Y. 3,430,296 2,626,391 2,695,005 21.4 + 2.6 166,708 296,158 5.7 
‘Atlanta, Ga. . 5,441,150 4,788,199 5,114,331 6.0 + 6.8 306,575 295,386 3.7 
Baltimore, Md 6,910,817 7,119,584 7,692,240 +11.3 S00 $62,373 SOS 507 0.0 
sirmingham, Ala 4,153,516 4,566,036 1, S02, 866 + 15.6 + 5.2 266,266 291,018 93 
| Boston, Mass. 6,244,640 6,111,430 6,223,894 0.3 + 1.8 343,603 $36,621 27.1 
Bridgeport, Conn 3,030,296 3,242,652 5,480,540 + 14.9 + 7.3 207,928 221,060 6.3 
Buffalo, N. Y... 1,988,326 41,623,193 9,009,408 + 0.4 + 8.4 310,664 162.876 6.8 
Camden, N. J.. 1,235,827 1,757,307 1,686,851 + 36.5 1.0) 106,887 27,656 4 
Cedar Rapids, ta 1.559,654 1,567,160 1,581,482 $1.4 Log 120,666 110.362 gf 
Charleston, W. Va 3,287,081 3,199,491 3,434,109 y 7.3 227,535 220,39 1 
Chicago, Il W TSO531 § 208 300 562,396 2.2 2.4 V6.876 659,733 05 
Cincinnati, Ohio 1,205,482 435,348 9,423,842 + 4.2 0.2 32,878 3,085 3.7 
Cleveland, Ohio 5,584,008 1 GOS,TS85 6,149,788 +10.) + 4.1 383.5 ,20.863 »9 
Columbus, Ohio 1.289,969 1.346.749 1,370,613 1.9 +L 2H7,476 284,317 6.3 
Dallas, Texas 6,885,917 6,596,858 6,611,395 1.0 0.2 137,517 $27,439 2.3 
| Davenport, la 2,088,611 3,085,517 3,168,648 6.0 2.7 177,128 220,976 4.8 
Dayton, Ohio . 4,352,546 1,534,072 1,876,427 12.0 7.6 312,242 556,356 11 
Denver, Colo 2 O81, 868 2 690,062 2.804.423 6.0 1.3 166,521 162,924 2.3 
Des Moines, la 2,118,055 2,193,427 2,055,398 3.0 6.3 144,894 140,220 3.2 
Detroit, Mich. 6,463,174 6,596,841 7,263,640 +12.4 10.1 $26,915 177,924 19 
Kl Paso, Tex 3,339,182 3,457,482 1, T92,575 + 13.6 9.7 237,580 49,025 1.8 
Krie, Pa es B.057 558 2 S5O0.010 ,O08 O56 1.8 1.8 »O8. 124 06,276 0.9 
Ievansville, Ind 1,925,404 3,820,036 $144,784 6 8.2 250,008 276,388 5 
Fall River, Mass 1,085,462 1,088,066 1,180,320 + 8.7 8.5 79,221 80,098 1 
Fiint, Mich. . $3,121,566 2,758,588 2,949,632 me) 6.9 §2,584 197,498 6 
Fort Wayne, Ind. . $3,423,693 3,460,044 3,499,265 2.2 eB 229,894 228,018 1,8 
Gary, Ind. .... 1,823,035 18S 509 2,009,307 + 10.2 + 1.0 157,369 159,457 1.3 
Grand Rapids, Mich 2,825,164 » 960,137 3,114,776 + 10.3 5.2 205,240 215,586 5.0 
| Greenville, S.C 2,049,329 2,313,504 2 ATO,992 + 20.6 + 6.8 143,932 155,736 2 
| Houston, Tex 417,020 5,959,448 5,964,160 + 10.1 + O41 334,502 297,864 1.0 
Huntington, W. Va 2 333.136 2,560,770 2,694,27 + 15.5 5.2 179,638 186,826 1.0 
| Indianapolis, Ind, , »,170,422 D, », 996,942 15.4 6.1 2 2.1 
| Jacksonville, Fla 2,919,112 3, ,,187,548 9.2 5.3 7 1 
| Jersey City, N. J. 683,722 686,486 +04 1.8 ; 
Kansas City, Kan 833,322 SOS,459 3.0 12.0 g7 
| Knoxville, Tenn 3,418,686 $3,423,001 0.1 1.3 
| Little Rock, Ark 2,932,188 3,183,890 8.6 8.9 
|} Los Angeles, Cal 8,208,169 7,706,158 6.1 8.4 08 
Louisville, Ky 1,660,744 4,833,927 3.7 6 0 
| Lynn, Mass 2,691,682 3,112,806 15.6 15.2 8.6 
| Manchester, N. H 1,254,104 1,187,433 a 0.3 $1.4 
|*Memphis, Tenn 3,749,886 4,254,684 13.5 0.9 14 
|Miami, Fla. .... 5,311,915 9,559,870 4.7 5.8 7 
| Milwaukee, Wis 4,745,610 5,475,272 15.4 1.6 2.1 
| ‘Minneapolis, Minn. . 4,792,103 3,968,977 17.2 2.4 + + _+\|(282,2 
Moline-Rock Island 2 637,604 2,982,684 13.1 10.3 202,006 1.f 
} ‘Nassau County, L. I. 838,092 1,127,483 84.5 61.3 417,495 75.8 
| New sedford, Mass... 979,230 1,181,300 20.6 8.2 101,570 21.8 
|New Haven, Conn. 2,948,050 3,285,494 11.4 6.1 188,160 200,676 6.7 
New Orleans, a... 6,292,23 6,476,378 + 2.9 -O.9 365,376 {08,434 11.8 
|New York, N. Y.. 19,456,332 19,316,134 0.7 0.1 1,163,251 314,085 13.0 
| Brooklyn, N. Y 1,358,613 1,209,174 11.0 2.1 78,424 T4874 45 
| Norfolk. Va 3,050,712 +. 376.380 10.7 S.4 183,904 224,928 22.3 
Oakland, Cal. . : 2,491,320 2,949,996 18.4 +10 166,121 204,240 22.9 
| SOklahoma City, Okla 3,286,010 2,564,996 2,720,704 17.2 6.1 195,426 178,108 8.9 
|} Omaha, Neb. . es 1,884,263 1,955,376 1,941,332 + 3.0 0.7 114,380 109,431 4.3 
Peoria, Ill. ae 3,533,567 3,771,23 3,988,960 12.9 5.8 39 246 251,580 5.3 
Philadelphia, Pa 9,133,934 9,268,573 9,852,481 7.9 6.3 81,837 617,178 6 l 
| Phoenix, Ariz ; 2,447,648 2,760,632 2,930,732 +19.7 + 6.2 153,314 169,764 1 
| Pittsburgh, Da 6,656,496 6,989,346 7,231,602 + 8.6 3.5 $42,792 $79,850 S4 
| Portland, Ore 4,118,501 3,469,994 $,135,910 -O.4 19.2 230,678 253,316 2.5 
Providence, R. 1 4,078,244 3,960,142 3.986.676 2.3 + 0.7 OS 504 297,963 l 
| Reading, Pa 8,275,145 4,464,434 3,320,172 +14 $1.2 241,248 176,512 -t 
Richmond, Va 4,152,598 3,997,784 3,971,660 1.4 “7 285,054 261,730 
| Rochester, N. Y 4,899,907 5,045,307 5,116,151 + 23.2 +1.4 301,143 385,842 : 
Rockford, Il 2,482,200 © 712.710 2 490,008 20.5 10.2 187.810 232 708 2 
| Sacramento, Cal 2,705,094 2,526,342 2,755,312 +1.9 Ue | 153,160 216,776 i 
|} San Antonio, Tex 2,333,427 2 400,982 2.728.724 16.9 13.7 137.650 159,090 
| San Diego, Cal 4,161,548 309,558 3,933,260 18.8 196.770 265,986 
|} Seattle, Wash 5.680.206 3.881.834 3,883,712 ’ 233.338 267,050 
|} South Bend, Ind 1.769.121 1.708.687 1,903,843 + 7.6 11.4 113,778 126,574 
‘Spokane, Wash 2.197.608 2 O51, 896 2 016.476 8.3 .7 121.044 114.660 
|} St. Louis, Mo ».9TH,115 6,031,330 », 908,25! 1.1 2.1 $44.40 375,940 
| St. Paul, Minn 3,403,781 $614,792 1.405.390 s 221,106 239,458 
| "Syracuse, N. Y 3,960,026 2,319,264 3,517,480 11.2 1.7 166,348 199,897 - 
| Tacoma, Wash 2 020,550 * 129.100 2.194.164 5.6 24 123.676 174,286 ; 
| Tampa, Fla 2,750,454 2,629,840 + 19.7 4 182,742 153,048 
Toronto, Ont., Can 5,228,977 5,569.49 1.3 6.5 344,599 325,814 
aroy, m. ¥ 1,372,224 1,438,362 6.7 4.8 92,442 109,116 
Tulsa Okla 3.087.952 3,229,45¢ 10.4 +f 182,952 148.260 
Washington oa. Ao 10.977.738 10.6450 "my + 8.4 ta 605.021 846 s 
Youngstown, © 2 68] 9 2 805.718 18 + 167,136 177.22¢ 
Total 324.287.668 326,584,482 338,155.860 + 4.3 + 3.5 20,878,390 22,104,141 
1 Atlanta Georgian and Sunday American ceased  « Spokane Press discontinued March 18, 1939 
publication Dee. 17, 1939. 8 Commercial Appeal published 328-page Ce! 
2 Chicago Herald & Exam. discontinued Aug. 28, 1939 issue Jan. 1, 1940, containing 428,848 line: 
3 Minneapolis Star and Journal merged Aug. 1, 1939 vertising 
4 Newsday launched Sept. 3, 1940. 9 Syracuse Journal published 100th Annivers 
5 Oklahoma News discontinued Feb. 24, 1939 tion March 20, 1939, containing 216,027 lin 
| 6 San Diego Sun suspended publication Nov. 25, 1939 vertising 
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Amrold Adds Duties 


Melvin Arnold, copy chief, Joseph 


to active duty in the U. S. 


Navy. 
Arnold will divide his 


tween the utility and the 
time be-| which handles the utility act 


R. Gerber Company, Portland, has 
been given the additional position 
of advertising manager, Portland 
General Electric Company, replac- 
| ing Ralph Millsap, who was called 
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ADVERTISING AGE 


Premiums Flaunt 
Martial Spirit 
at Annual Exhibit 


(Continued from Page 1) 


| 


leaders in American business to be 
even. appreciably lessened in_ its 
yolume.” 


No Reductions Likely 


Although analytical agencies in 
the sales world have indicated that 
there is somewhat of a tightening 
up in merchandising practices in- 
volving premiums, there was an 
exuberant denial, expressed and 
implied, of any such trend here 
and the estimated $400,000,000 spent | 
on premiums yearly in this country | 
shows every sign of being ex- 
panded rather than decreased, with | 
the food and toilet goods industries 
continuing to use the lion’s share. | 

The omnipotent hand of the OPM | 
with its magic wand of priorities 
already is manifesting somewhat of 
a change in the premium picture 
although those whose premiums use 
needed metals frequently insist that 
they have not been handicapped by 
the defense effort or they have an- 
ticipated the situation by laying in 
sizable amounts of the needed ma- 


| 


| 


{ 
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for WINDOW DISPLAYS | 
PHOTO MURALS [| 
COUNTER DISPLAYS 


LECTURES | 
RAPID COPY SERVICE CO. 


123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
© Ninth-Chester Bldg. . . CLEVELAND 


| of the present situation. 


| year’s show. 


|}otic gesture, 


terials. Nonetheless, as Mr. Rich- 


_ ards pointed out, the glass, pottery, 


plastics and textile groups are not 
wasting any time taking advantage 
And the 
searcity of aluminum kitchen ware, 
a popular premium number in years 
past, told its own story of defense 
priorities. 

As one passes up and down the 


serried ranks of premium displays, | 
the tremendous quantities of pre- | 
more or less | 


miums which make 
use of materials in the plastics field 
is the most striking note at this 
As an example, Roy 
Potter, general manager of the 
Autopoint Company, pointed to his 
company’s bronze and silvonite 
letter opener with a 
glass in the handle made of trans- 
parent plastic. Another letter 
opener is made entirely of the plas- 
tic material with a tiny calendar 
inserted in the handle. There are 
desk calendar cases made of plastic, 
some with thermometer and humid- 
ity meter attached and, as a patri- 
there are red, 
and blue automatic pencils. 


Everything Is Military 
The military theme was well rep- 


resented in 


as in almost every other type of 
product. A first aid kit with a 


zipper top, intended for the use of | 


travelers, has been adapted to mili- 
tary use by employing a khaki case. 
A little sewing kit, identified in 
World War No. 1 as a “housewife,” 
has made its reappearance in a 
nifty little package of khaki hue 
but made of materials which had 
not yet emerged from the chemical 


| factory a score of years ago. 


Clocks, too, a prime factor in the 
premium business, mirror the cur- 
rent trend by appearing on the 
front end of lighted airplanes or as 
propeller hubs. There are clocks 
which give both time and a bene- 
diction of “God Bless America!” 

Premiums intended to appeal to 
children are notably martial in 
spirit with such gadgets as the mili- 
tary compass ring, detectoscopes for 
spotting enemies lurking about 
nearby corners and _ badges for 


|identifying wearers as members of 


resenting more than 4% 


Washington and California, Ohio. 


Asked, 
tention to advertising?”. . 
preference for ONE paper 


for the morning paper. 


MORE EVIDENCE that the Times- 
Star’s LARGEST daily circulation in 
the rich, $300,000,000 Cincinnati Trad- 
ing Area blankets able-to-buy fami- 
lies with greatest selling efficiency. 


CIVCINVATT TIMES-STAR 


HULRERT TAFT, President and Editor-in-Chief 
Owners and Operators of Radio Station WKRC 


NEW YORK: Martin L. 
Oo 


East Forty-second 


CHICAGO: Kellor 
333 North Michigan 


eral Research 
Corporation re- 
cently talked to 
housewives rep- 
of ALL 
families living in Newtown, Mount 


“In what ONE Cincinnati 
newspaper do you pay the most at- 
. 50% of 
those who expressed a_ definite 
said 
“Times-Star,” as compared with only 
14% for the other evening paper, 
25% for the Sunday paper and 11% 


Marsh 
Street 


M. Patterson 
Avenue 


NEWTOWN 


* x 


magnifying | 


white | 


such smokers’ articles 
as cigaret cases and lighters, as well | 


The rates for this department are as follows: 


“Help Wanted,” “Positions 


cash with ord 


| Wanted,” 
“Representatives Available,” 3@ cents a line, minimum charge $1. 


“Representatives Wanted,” and 
Terme 


er. 
All other classifications (single insertion rates): % in., $2.75; 1 to 8 in. 


| $4.76 per inch. 


HELP WANTED 
MERCHANDISE PROMOTION MAN— 
Hardware wholesaler interested in 
employing man capable of develop 
ing management and omplete sales 
promotion plans for hardware retail- 
ers Much information to be dissemi- 
nated through bulletins so applicant 
must have editorial qualifications 
Must also be able to talk convincingly 
}and interestingly to fairly large 
groups, Give complete qualifications 


and previous experience in initial 
letter. 
|} Box 3341, ADVERTISING AGE, Cheo 


| Representative having excell, connec. 
| tions with advertising agencies for 
| leading New York photo organization 
doing publicity and advertising work 
Give complete qualifications 

Box 3357, ADVERTISING AGE, N. Y 

POSITIONS WANTED 

Let me show you in an interview 
what | can do and have done in Sales 
Promotion work Young man wants 
position in advertising, publishing, 
radio, movies around $50 

Box $356, ADVERTISING AGE, N. Y 
Dep't. Store Adv. Mer. Finish mod- 
ern layouts and selling copy. Do show 
cards-lettering-artwork 20 vears re- 
tail adv., exp., $50.00 

Box 3352, ADVERTISING AGE, Chgo 

DON'T LET GHRORGEH bo rt 

Hie thinks he knows advertising, pub 
licity and window display as good as 
the next fellow Hiorsefeathers! Now 
he’s with a large shoe chain operating 
in 62 cities If vou want to waste $60 
out of your appropriation every week 


; Some 


POSITIONS WANTED 
A plan for selling coal stokers in 
winter months when sales are lowest 
is available to an agency who has a 
stoker account or is trying to get one 
Biggest sales vear coming oe 


ompen 
sation based on regular agweneyv com 
mission For Presentation write 

Box 3354, ADVERTISING AGE, Cheo 


BUSINESS OPPORTUNITY 


Successful Trade Publisher seeks an- 
other paper with possibilities of ex- 


pansion, Will consider existing paper 
or idea 
Box 32353, ADVERTISING AGE, N. Y 


MISCELLANEOUS 
A GOOD GADGET LETTER will keep 
your letters on top of the desk with 
chance of doing business 
Wastebasket letters cannot talk 
Write for Ulustrated cireular. 
A. Mitehell, Ro 25, 326 NN. Miehigan 
Ave... Chgeo, 
BOOKS on advertising, art, color, 
photography, engraving, printing. off 
set, silk screen, journalism, sales, ete 
Trade magazines, Discounts Lists 
free, Commercial Engraving Publish- 
ing Co,, 348 North Ritter Awe. In- 
dianapolis, Indiana. 
BAIKRDSET Abs OLTPLLEID PUn- 
lisher set ad by Zo, S vear check 
Type ruler with your first or- 
der. Clean proofs fast day and night 
BAIRD, iS bk. Kinzie, WHI, 4347, Cheo. 


BUSINESS SERVICE 


you're welcome to tolerate him after VOUR SALES PROMOTIONAL MA- 
his present employer gets another) terial, house organs, planned, pre 
man to assist the general manager pared on free lance basis by employed 
; and draft) exempt Locale any advertising man Plenty of ideas 
where samples Edward Edelstein 201 N 
Box 3355, ADVERTISING AGE, N. Y.) Wells St., Randolph 8884, Chicago 
some organization or other dedi- 


cated to law and order and an ap- 
petite for some certain brand of 
corn flakes. The growth of chil- 
dren’s premiums with an aviation 
angle also is noted. 


An Unending Parade 


Louis Myers of the Robbins Com- 

pany, Attleboro, Mass., noted a ten- 
dency toward a revival of package 
|offers in which a box top or label 
|plays a part as a medium of ex- 
change for the premium. In these 
cases he noticed an increasing ten- 
dency to print the premium offer 
on the container. 

The saga of the rise of the lowly 
potholder as a premium item was 
related by H. W. Dover, Chicago, 
who observed that whereas five 
years ago there were only four or 
five potholder styles entered in the 
premium lists, today there are 60 
or 70 with the numbers continuing 
to swell. Books of all sizes, shapes 
and colors—and contents, too—are 
offered to meet a great variety of 
premium needs. Paper novelties 
are present in abundance in the 
|less expensive realm, while at the 
other end of the cost column are 
such items as electric roasters and 
electric irons, one of which has been 
distributed by a cigaret manufac- 
turer to the number of more than 
100,000. 

One of the premium items being 
offered as a stimulant to multiple 
purchases are sets of seals made up 
to appeal to children and the col- 
lecting instinct. Scissors and shears, 
which have proved their premium 
appeal over many years, are danc- 
ing across the 1941 stage dressed up 
in such selling garments as twisted 
handles which make them easy to 
pick up, inch measurements on one 
side, and teeth which afford a wide 
range of uses 

And if the premium hunter still 
hasn’t found the gadget or device 
which will hoist his sales curve, 
maybe he can use those highway 
safety flares, just being introduced 
as a premium idea, which the be- 
deviled motorist can post fore and 
aft of his car if the night air is rent 
by that ominous hiss which be- 
tokens a flat tire—or something 
worse. 


-Lvnn Baker Moves 


The Lynn Baker Company, New 
York, has moved to 521 Fifth avenue. 


CBS Advances Flaten 


A. H. Flaten, commercial man- 
ager of Station KDAL, Duluth- 
Superior, has been promoted to a 
post with the Radio Sales division 
'of Columbia Broadcasting System, 
and will work in the New York 
iffice. 


Farm Product Prices 


“4 bg ended April 15, 
since war was declared in Septem- 
ber, 1939, according to the Depart- 
ment of Agriculture. The all-com- 
NV , | modities index climbed to 110 of the 


Soar to New Levels 
Prices of farm products advanced 
seven points during the month 
the sharpest rise 


1910-14 level, 12 points above the 
mark of a year earlier and the 
highest since October, 1937. 
Products principally responsible 
|for the increase were chickens, 
|eggs, meats, dairy products, grains 
‘and cotton. The rise of dairy prod- 
uct prices was contra-seasonal, the 
| Department reported. 


} ‘ennieeitintaiemiaiaaee 
William J. Griffin, Jr., 
Returns to Erwin, Wasey 
New York, May 2.—William J. 
Griffin, Jr., copy chief at Lord & 
Thomas on the American Tobacco 
Company account for the past five 
years, has returned to Erwin, Wasey 
& Co., as vice-president. 


_ 


“ECONOMY 
RESEARCH’ — 


let—is yours for the asking. 
e 


R & S complete facilities and 
long experience meet the 
exacting demands of agen- 
cies, publishers and market- 
ing analysts requirin de- 
pendable research tabulating. 


IN MARKET 


a 21 page book. 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York. N. Y. 


TORONTO 


BOSTON — CH! 
| MONTREAL 


A RICH AREA GETS RICHER 
...and KWKH gets response 


% Defense spending, 


progressive agriculture 


and expanding industries in an area already 
rich from oil, gas, woodpulp paper manufac- 


ture, lumber and other 


sources, makes the ter- 


ritory served by KWKH even sweeter for 


sales. 


Consumer buying power is broadening . . . 


people here are spending money. 


Effective 


Coverage of this market means greater sales 


for you, and Effective 


Coverage in the Cen- 


tral-Southwest means KWKH, the 50,000 watt 
CBS station in Shreveport, with response-able 
coverage of 425,683 Regular Nighttime Listen- 


ing Families.* 


KWKH 


50,000 WATT 


S—SHREVEPORT 


CBS * Member Southcentral Quality Network 


A SHREVEPORT 
REPRESENTED BY THE 


"CBS Audit of Nighttime 


TIMES STATION 
BRANHAM COMPANY 


Coverage (Total all areas) 
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New Merchandising . . . Advertising Plan 


How New B-1 Soft Drink Won 
385 Kansas City Dealers in 


10 Days! 


A KANSAS CITY JOURNAL SALES OPERATION 


Produces Amazing Sales Results 


Kansas City, May 3.—Considered 
to be the first newspaper in Kansas 
City to offer a complete merchan- 
dising-advertising plan whereby 
merchandise is guaranteed to be 
placed, displayed, pushed = and 
SOLD by retailers, the Kansas City 
Journal announces its initial sales 
work has opened up a new oppor- 
tunity for advertisers in this mar- 
ket. Seeking a product that was 
unknown here, the Journal mer- 
chandising staff took on the work of 
introducing B-1...a new, refresh- 
ing soft drink containing Vitamin 
B:. 
In the words of Earle A. Meyer, 
president of the B-1 Beverage Com- 
pany—‘“sales results have been 
nothing short of phenomenal!” At 
the time of this writing, 385 out- 
lets in Kansas City have taken on 
this new product, and sales are in- 
creasing so fast, two new B-1 trucks 
are being added to the Kansas City 
fleet. Of great importance, too, 
from the economy standpoint, dis- 


FIRST B-| AD 
| EXCITING WEW DRINK 
NOW the TALK of KANSAS CITY 


WINS THOUSANDS WITH DELICIOUS FLAVOR! 
CONTAINS 


VITAMIN B. 


B-1 BEVERAGE COMPANY of KANSAS CITY 


Introductory B-l copy run exclu- 
sively in the Kansas City Journal. 
It stresses B-1 as more than a re- 
freshing soft drink . . . a Vitamin B, 
source as well! Advertising was 
prepared by Ruthrauff & Ryan, Inc. 


tribution of this new soft drink 
was secured in the Kansas City 
Market in less than 10 days! 

The success of the B-1 merchan- 
dising-advertising plan in Kansas 
City was achieved largely through 
the fine work of the Kansas City 
Journal and the complete coopera- 
tion of the United Retail Grocers 
Association. This group made up 
of more than 250 better-class gro- 
cery stores served as the “spear- 
head” in the B-1 sales campaign. 

In early March, the executives of 
the United Retail Grocers Associa- 
tion met with Mr. Harvey Malott 
of the Journal and Mr. Lewis B. 
Hagerman and Mr. George E. 
Swope of the B-1 Beverage Com- 
pany to discuss plans for introduc- 
ing B-1 in Kansas City. At this 
meeting, the sales advantages of 
B-1 were explained, and ways of 
featuring and displaying this new 
soft drink were decided upon. The 
following day a bulletin outlining 


the plan was sent to each United 
Grocer member. 

The following Monday morning, 
B-1 salesmen contacted members 
of United Grocers—and of 147 
members called upon, 139 of them 
stocked B-1. Later, Journal mer- 
chandisers called on these grocers 
to set up floor and counter displays 
using the B-1 which was by that 
time in stock. Clerks were in- 
structed on how to suggest and sell 


ognized buying - power areas 
and has been extremely re- 
sultful for major retailers in 
the past three years. 

The other factor which gave 
a helpful sales boost was the 
featuring of B-1 at Journal 
Centre meetings attended by 
5,000 to 6,000 women every 
month. B-1 literature selling 
them on B-1 as a new source 
of Vitamin B, as well as a re- 
freshing soft drink was dis- 
tributed to thousands of guests 
at Journal Centre. 

Results have proved this 
complete guaranteed sales and 
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B-1. Telephone order takers and merchandising service, backed 
delivery boys were also told how to by consistent advertising in 
push B-1 on the phone and in the the Kansas City Journal, does 
home. This merchandising and secure distribution and sales in 
sales work was guaranteed to the the Kansas City Market. 

B-1 Beverage Company by the 
Journal! 

Chain drug stores and other in- 
dependent non-affiliated retail out- 
lets in the field were influenced to 
stock B-1 in addition to United 
Grocers by the smashing momen- 
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Introducing B-! in Kansas City, the Journal "didn't miss a trick'’ to publicize this 
new soft drink. Pictures were taken of B-I trucks at a circus. These were printed 


in the Journal at the same time as the circus advertising, familiarizing thousands 
of readers with the new soft drink at no cost to B-| Beverage Company 


GUARANTEED MERCHANDISING SERVICE 


In less than ten days, B-1 was 
IN the market and advertising, pre- 
pared by Ruthrauff & Ryan, was re- 
leased in the Journal. No beverage 
item ever attained comparable suc- 
cess in such a short time in the 
Kansas City market. 


Controlled Circulation 
Plays Important Part! 


“Much of the success of 
B-1 in Kansas City,” says 
Mr. Earle A. Meyer, of the 
B-1 Beverage Company, 
“can be attributed to the 
fact that the Journal’s com- 
bined Net Paid and Con- 
trolled Circulation reaches 
more than 137,000 better- 
buying families in this 
market.” It is a circula- 
tion that has been “proved 
effective.” The resultful- 
ness of the 87,000 Net Paid 
circulation is proved by 
the fact that the Journal 
is sold at the highest 
price (both in the home 
and on the street) of 
any daily news- 
paper in Greater 
Kansas City. The 
quality of the 
Journal’s 50,000 
Controlled Cir- 
culation is 
proved because 
it is delivered 
by carrier to a 
carefully select- 
ed group of 
families in rec- 
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Merchandise placement... sales push... floor and counter displays—all are 
part of the quaranteed sales and merchandising service of the Kansas City 
Journal. Clerks are instructed on important features of each product adver- 


tised in the Journal and are pledged to give their sales support. 


vb 
COVERAGE OF THE K. C. MARKET 


B-| sales are coming 
along fine since women 
(especially mothers) 
learned this new soft 
drink contains Vitamin B,. 
Promotion in Journal 
Centre women's institute 
and women's pages 
helped register the “take 
B-| home" idea. 


*Proved-Effective circulation means sales results. Kansas City readers have provec 
they like the Journal because 87,000 pay the highest price (home and street sales 


for any newspaper in Greater Kansas City. 50,000 more readers in recognized hig’ 
buying power areas also receive the Journal's Controlled Circulation. The Kanse! 


City Journal reaches 84°, of the able-to-buy families in Kansas City 


Buy the Le f: icf. Coverage of the 


RANSAS 


ATLANTA, GA.,WALTON BLDG. « 
NEW YORK, N. Y., 28 W. 44th ST. 


TY JOURNAL 


CHICAGO, ILL., 333 N. MICHIGAN AVE. + DETROIT, MICH., GENERAL MOTORS BLDG. + LOS ANGELES, CALIF., CONSOLIDATED BLDG 


. ST. LOUIS, MO., 915 OLIVE ST. . SAN FRANCISCO, CALIF., 155 SANSOME ST. . CINCINNATI, OHIO, KEITH BLDG 
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PHOTOGRAPHIC REVIEW 
JOYCE TALKS TO HEARST ROUND TABLE F THE 
WEEK 


IT'S FORTIFIED 
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of the House: DEM 
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HORLICK'S. 


MALTED MILK 


ia) i ~ - 

Re Rat tir Pe 
A point raised during a recent Hearst Round Table luncheon in New York, 
- addressed by Thomas F. Joyce, RCA Victor vice-president and advertising 
director, brought grins to the faces of this group. Left to right: Walter C. 
Krause, vice-president, Lord & Thomas; Barry Wood, American Hit Parade 
baritone; Mr. Joyce; and Dick Yaffe, New York Journal-American music critic. 
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HORLICK'S 
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MALTES Mii. 


CHOSEN AS ZIEGFELD GIRL OF 1941 a ait 


Display card currently being distributed 

by Horlick’'s Malted Milk Corporation to 

feature the product's fortification with 

vitamins A, B,, D and G. This is the 

latest copy recruit to the army of prod- 
ucts fortified with vitamins. 


BEAUTY AID 


A complete beauty treatment for furni- 
ture is bound up in this novel Whiskit, 
product of the Whisk Company of New 
York, Inc., made to sell for $1.25 and 
now being introduced by leading depart- 


This drawing by Victor Kalin of Lawrence, Kan., won first award of $500 in the 

national Ziegfeld Girl contest sponsored by the Art Students League of New 

York, and inspired by the M-G-M production, "Ziegfeld Girl.” All of the win- 
ning entries are currently on display at the Hotel Pierre, New York. 


: On 


\ complete window display built around the service theme has been developed for W. A. Sheaffer Pen Company by 
‘orbes Lithograph Company. The center piece of the unit containing the framed picture of » mother writing to her son 
may be removed from the base and used separately. 


ment, hardware and house-furnishings 


stores. Included are Whisk Furniture 
Kleen, Whiskreme, furniture polish, and 
two cloths for applying and polishing. 
The Whiskit was designed by L. H. 
Hartman Company, Inc., New York. 


SERVICE WINDOW DISPLAY DEVELOPED FOR SHEAFFER PENS 


Robert Held of Philadelphia won first prize of $500 in the McCandlish Awards 
of 1941 for the Duz poster design shown here. The award is made every year by 
A. R. McCandlish, president of McCandlish Lithograph Corporation, for 24-sheet 
designs created especially for the competition, and covering specified products. 
This year the products were Duz, Heinz tomato ketchup, Ford V-8, and Hires 
root beer. The judges gathered here with Mr. McCandlish and the prize-winning 
design are, standing, E. McKnight Kauffer, Mr. McCandlish, and J. O. Carson. 
Seated are John R. Minten, Raymond A. Ballinger and Mark Seelen. 


PONTIAC MEN TALK TO DEALER SALES MANAGERS 


W. A. P. John, president of MacManus, John & Adams, Pontiac agency (left), 

and W. J. Mougey, Pontiac advertising manager, make the advertising presenta- 

tion to a group of 48 dealers’ sales managers gathered for a two-day merchan- 

dising conference at the factory. Seated at the table is D. U. Bathrick, general 
sales manager, who presided at the conference. 


WRITES TRUE-TO-LIFE COPY 


One of our advertisements started an argument 


Send for tree booklet 


| 


Most readers of this New York Times Sunday Magazine ad probably were not 
aware that the argument it describes was an actual occurrence and not just the 
brainchild of a copywriter. “The man who writes the Phoenix Mutual ads” is 
C. T. Steven, advertising manager of the life insurance company, and his barber 
shop experience was transformed into copy by Batten, Barton, Durstine & Osborn. 


‘ . eG ae Whe : 7 oo =e aS Seer ee ‘ F - 7 Bi! sag 4 Sas be as Lg Pies “ e: ew, fee + Vea Pe ee hi a TP ; 4 ae my baie at , pasa Ya a4: ey ane? a wn : 
Sie 
pe ee ie 
a 
WINS McCANDLISH POSTER CONTEST AWARD Sig 
; —_ 
aa “4 
a - . | BP ow ; vi ah : 
» ee \ 4 ' q . ° - le 
er, - i gh 
— ~ a® ie j 
‘ _ 4 5 A ; a 
Ne “a . RST PRIZE ' — | \¥ 'Y é. = p. 
ac ee N : . , ar 4 ¥ 3 : ia 
x 2. “ ~TS i er 
-_ ma =3—i<i‘(<‘i«~XwR | ‘= eee aes 
[Be | Se eee f- i wnt 
: 4 — ge na ee ae Pd ; = |) nn * —— 1 fj ’ aie * 
a by ™| ® oe he S be * Pi mcsae ane aye co. et to 4 ren ra 3 : ra ¥ 
& ry ™* hy Wa? 5 r. ms, ft. we oy nn = 2: 2 4 . — ui me 
‘ ‘ + e* 7 : > a 6 > 
" “bed $ “3 ee i ee Se ; os 7 Bate: 
a a * " ce bd Teac 4 * a rE 3 By ‘ & . . 
a lag i i eee Fe 
: a4 see a a , OG aa gi Pad 2 ‘ wae ‘et ft 7 - 
oe ae d /™  Sesy a ae "sg anoree 
x ¥ = Py $ = ; i p> . j ' ~~ ; ieha | vo = . 7 : ‘g ge : 
r F “ ’ ; i £ q 
aw Pet ees ae Psewre a 
. Dw ee al Es oe 10 Tot it ° 5 win a 
2) eo. oe AY FT _ me it P | ae ae acid 
| ee et et CF ci, eee: meee 
ee ute — peel tl aan Me - 4 
ee : ‘ a ¥ 4 we = 
’ z P : i a 1 { N , ; ay : f a Md , + i an Pi a 
i oe * | 3% rol r a ae ca | Sie 
’ aa i . iP me a= 
nm => Eee annte 
5 ae 5 . *y u . ’ 
é 4 ee ee, wed . ay * : 
F eee “te 
4 -_ ~, : : 4 _ J | F “" 
a aa , “i. q 45.3% ? y : s iH) : < ee 
1 —- ~. * a oir At hoa | 4 
on ’ Z d % * Mie . = : te ie a. Y oe ie . 3 Pe = : >: 
| Zs ~~ a See r ~~ 
‘ Paces am -_ ‘ 4 i eee, yr ; iu! 
é = ‘ ge sot ie mee Me \ ee 
" ki % Pee a ae <a “ : a, Pe al wh ‘3 ‘ ~< ‘core 
ei j 7 zs ny . 4 9 We va ge i fhe on es a Dae. b e ed 
: a fh ‘ " oe , cS sce guatituld era * 
Sela ‘ i aM a . a 
cha She r * gap os 4 * B ore. 
re Sa ei ® A a a |. 
9 1 a : ea — 4 - - ws oo 
ity : . a a a ‘i _~ ‘ ; ai 
oa @ a ic... % 
aie . 2 4 4 "Ss 2 ee ” 2 ome 
ae sige. * 2 - s is i a ‘ ‘a - 
aie — % = 
4 3 3 ag F . —* * j se baie gee il a ’ . . 
‘ * a x Pa wi a s oe ’ 4 be 
» oi - ~~ ee .- — Lote | od ae a a 
£ «ke : a, | 6—/—e me 7 | 
E i), 2 ae a , ae “S . me 4 4 
s #2? A , i * oe ™ s sa. ” “ a 4 \ ty fi on” 4 ' | < v + : 
¥ ad oe : “a = a= 4 0nty (oT ie 
7. rE — Mf f | 
. F > é P . + Grp, Pes e > | - 
= e é » we 
\  % ee ae 
3] a. . ~~ | 
3 
- ee 
} 
A 
provec 
5 sales j = ae : e x 3 “ 
~ (oa PC Cis 
»d high p ” ae 
Kanses F vegiale A oa ie 
| 5 ‘ i Nee 
\ ' t . ie 
3 ee eee lal | . ee Be ae 
— . Pos ie % ae | Je ‘a a : -— +. <> ee ae 
ae , = e * ee ie ; ; 
a a ‘ = oa 
Da ae S HEAFFE RS me ae 
7 2 ee ae y % a 8 gen = 6 as 
: a - a ee ; ave 
, io "i =) [ cme | ' ae Rete OR sees mena oe Wee 
. * eo ae 3 es ; Ls all a ee . ies 
a oi i* 7 : vee yy : ee we Ss 84, “> ae ie 
i “ss - on ae are "is : a - D a a eae 
- , a ; ae ys, 4 : eee 
D BLDG - a: | . =e eS <a . 
H BLDG = 
* 
> ee ; 
Oe ws el ot ee a Sen kgs gee RR Sil My cage, ee Ne NS cee Drege eat eg uk A Tye Bas 
_ . Es # ae : ; x4 of 4 > ie, & eh nef ; git sae = er ed x. ae i he ‘ r eed Thc Fb Be B, . SS ate ot) % aa gl i 
| a ron % om ee + S a7 es ‘a Bh de : ‘ - ee a ’ a“ - . - << : ae “Ee Lede a Ks ere x ia ¥ £ Cie ‘ ness : ess, he. a oe a 2 Bee 
— 5 tS tie ale , gale dn oer As es ee sk Ve uae’ : 1 es Hp im. Geer Ss oe) ve gie he Ce ny EF — 


‘VE got to start all over when INSTITUTIONS Magazine 


carries their sales messages. This is 


because INSTITUTIONS Magazine 


g 
ti 
is on the buyer's desk to assist the - 


again here.'’ This cry is heard with 


increasing frequency among salesmen. 


INSTITUTIONS Magazine gives you an 
audience of over 250,000 reader-buyers More and more, reports are punc- 
of the large consumer classification. 
INSTITUTIONS Magazine furnishes the 
stability which can only come from an 
ee brad more than 51 years of 
successful publishing experience. H H 
INSTITUTIONS Masetine fers com: man who formerly signed the orders is 
plete 3-Way coverage of readers, sub- ’ . . : ’ 
jects and institutions. elsewhere and his successor is not acquainted with the reaches the man who signs the order wherever he may be. a 
1. Among Readers, it reaches over : 
aay PTD ownen, sperston, perches products being sold . . . that months of hard work to build ) 
superintendents, outfitters and others 


2. Among subject, it ‘te confined en acceptance and prestige are being met with an eagerness for Dow LET personnel changes make it necessary 
y to equipping, furnishing, 


new buyer when he takes over... 


because INSTITUTIONS Magazine 


tuated with the explanation that the 


clusive 


decorating, maintaining, remodeling, information but also the need for a brand new selling job. for your salesmen to “‘start all over again’ with any of your 
managing. 


" lfowing "types. with over 60,000 accounts. Reach the buyers of equipment and supplies with 
Hotels Real estate depts. 


a INSTITUTIONS Magazine. Pave the way for your sales 
Restaurants of insurance ANUFACTURERS and their salesmen get a 


Cafeterias, Industrial _ COMpanies force with a consistent advertising program beginning NOW. 
& Public Railroads and din- be 


Hospitals ing car systems head start in their efforts to sell equipment and supplies to Consult your advertising agency or write directly to INSTI- tu 
eer a Steamship Lines cc 


Schools & ge tng hotels, restaurants, hospitals, schools and other institutions | TUTIONS Magazine, 1900 Prairie Avenue, Chicago, Illinois. . 


Colleges Government 
eames “| a institutions 
4 car Olle d ' ee, — INSTITUTIONS Magazine is the Magazine of Equipping, Furnishing, Decorating, Maintaining for all types of institutions 
‘. aa Y.M.C. A.'s, and ment stores — > 
a Y.W.C.A's — Asylums ===> 
Clubs Penal institutions ——<$<$<——— e 
Outfitters or and jails —$— Ct ae 4 
jobbers Motels (Motor — 


Janitors’ supply Courts) 
houses Architects specializ- 


Commercial ing in institutions 
yy ey * Sa Se So 


Buildings Manufacturers’ 
2S TEQUIPPING »FURNISHING - DECORATING - MAINTAINING » REMODELING ~ 


Apartment buildings agents 
25 Cents a Copy, $2.00 a Year_ 


as OS 1900 Prairie Avenve. “Chicago, ti., m.,U S.A. 


——, wie BILLIONS SPENT 


waamere)’41 TO SEE 4.9 ror conucn 


= 
< 


ee”. a ee a Sa, et a as * ae é 
7 * eaeeais eres: ri, Re Rash oe Sia ae okie ee te a Rate at 4 oe ‘ 
; ee. ; Ka eae En A ak en be! a 7 4 ope i Lg = Per. tt Oe Ce Ros ine ce ae 
: 3 i \ el ers =e a F r Ls a 4 1 ek oe 5a ee & , Hs 2 Release ee ee +o. ae ica 8 > oe 
ae se 4 gee ic. - g ee ei r ey abe sp Maieg hae RO ee ae my " ne a a a 2) ‘i F yaniost me eT . p : q 
i a : : eee ae Be rrr Pees. he 3 ’ — : am ee a ee oo. eee Boe gees ee - as ere Ce 
a. an aa oo Va : : eae oS: ‘oe i dreary eee PS Sa ais citi oy 
a Pea AT a a “a. ee Resale’ i " z a. Bi i a a este eae f 3 
= SS fy le oe a — a 
en -s aM aj ; ee * e a ates a ee ia. Ae Se aa* hie pes — Ba F ? = ape, ‘ ea CN Ps, 
“ : A a = ag . 4 tad ae po 4. ann ie ee eS g Sa rete Sit a hg 
‘ Poe ks \Y/ (S z a ; (0) 7 i eo ee * Pg —. © ae  € 2 ae Ck. 
e Bis =e Mea. ; a a : jie. ae be ’ 2 Se <i Se pees cn See core A ee Writers > ‘ 
; — rom 2) i i oe ek Le ee ee . eae no cae Sa sai 2 2 al re, ao. an abe P< eee ne ia a Bie 
‘ ; ge: as eee i we Se ree eae he: ie tos e 2a gt we seal ab we os Ni, GS. lle Nat ee ie 
7 aoesiiee es. piesa Pt ne a ae ta ae ote ieee er eae a oo 7 
3 Mae Cl + <See % ee ae ay = pee 5 . - aed Lee care - Poe Pe ese Acme ae a4 ‘ : > ae ; a a 
+ =i neh cn + TT isin: pickin - oe poe aes See ee >: Gt. Si ic re eh mee Pee > : 
Pa ae ee coke a z ia re 4 “ee : Sie Diy Si ies Tey ep ah Aye ae Brie te 5% sg ee 7 ie.” 
‘ Dogs Stare Bd \ a a? ‘ a : : ei ee ae i Pe hes aot Nae po : : _ — > a re > mye is 
me aoe 7: a ee ea ER ce Ce ae a a 
cea See Say 4 ke fe ei eP? (ese alley Brett ee 7 en ae 6. ee a 
: hae ce i - a coe ras Cl rer mere 0 ane = . is 21 fo * 
fh gs — : cre fo ee ¥ Pe cali we eee a Gee Re, as pee ee BT alt ie ca 
a ‘. whe 4 * e e Hy ae et ee ee a $ oS en “SPREE Doak y : st 
en i a ' i SS 4 Bene a 0 ee er ee ee Pree 8 ees ee aah ee ie ba bs 
ee ae ae ae ee _—————' 2s ‘ " a, ges ial af a ee e ik. De . sn en ae 
a “oe ae te. Ee? & Bi a. ae ee ig a 
a Spy ole) oe oe See a ar” eee ae) es — ll | 
a irene +e _ “Ta . er 4 a - . ; = ao i ru | ” aaah, : : hs a er sa a ; ‘ 
Rie ee ¥ 3 ’ : “a oS : tg . 4 . md - = as 
ey rene Oe , : i ees 4 4 : . “e wie = vat 4 ae 4 Oe a ae: 
; it 2 ell wed ’ Fai ly tal ar ‘ he - 2 de iy CE de . 
Be z = | inv . j ’ ee ee. Ge, ee ' ‘ hey St e “aoe: ere F ki ‘ 
ane aie rt ‘i = ] , : , cat ' : ‘ ea I yee ee ~ <= ae —. , 4 ie 
can ‘ Oe ies 5 Wate et, RI cad | R io TRE. id ere Sg ge , Gara? a bo mm a car aft et Z a 
ie ioe an PS me 6 TS a: te 7 ’ a ac '* er , ee ne ee =” ‘ - oe Ms a . an : ee ees ” , « . 
| —— ae eo 4 / ac | a. a ee gies ‘pate 9 3 
rae - .. om M . ee x, et eg oe ao = =" Se | ie : 
een - yet. Yor er _ = a as aes ee Toe — ¥ a I L/ at " hes ; : a af _ ea eo. me ny ' = 
i " y Cae es * oa ee ae | fe ; age ee j ~ 20a . ™ eee 
al ee ie a. ‘e , ©)... . =i — i 
ant “ re even) sae — = eo ey ee ee ie ee ee a ee 4 iy. ie a le Nf eM ™ +e = a — 
oe : eT H=™ cS . Cee eee: oh ee . ee ” eee le The AS a ors ad? ik : <§ a 
ie Ey ig Sie tae nr? ene 1 aed Ces eee, Me ee oe + ee. A). Sle aa a ee “ ae aS 7. | - ee " 
cd aes -” {i Pe ne = a it 00) a te ve , sage oF : ae. ft agrke saa as, 2 34 ee r iy a mh —————- s 
= pe alee ——_— ts os fo ee: ee Pha deter aan ‘ Lee eae : i es ie << ae [a i <i, Wee “A ys — : 
ae Be ya mt moe i f bt ne. le ae a= Fe re J » a ot: ee. io 4 ii, ba ee a eo ee <a * aan ‘a rag . ai Pee =" Gs re 
a el ee: . ae : coer ee A all —— owe” ae * 
Pee. & es) a Yeey E ae [et - pis a. pete he ‘at flee eas” 7 ty ia, a -—awe, . ra eee z 
rd ee Fg + ape ae ee fence ‘Be i as ey ue Le mY i an ea i w ; Pees a PE Teeny ie, ‘ oe ie 7 oe 
oo P ae ay are ees re aie, i a ee ee i MM Ee fe ee aly a o- et as ee —, ee pee j 
‘. * ae ee , : 355 Fees 2G ae : oe é es a ee aly ees a ae hee ae oe Peers é a » palaag oe, ? 
as ip i cas Sy x Me Bas te: eee a re ee : a ol ‘ fac. ae is alae AT: cae ts ca i ae i Se i je eo ee tre a a 
A Gee a ie ig ae ee ee . 7 Sipe! ail cee ba i ne ir i 5 ui ue «lle - | Ser an a : i . iar é i: . - Piensa aie i? 
f ae 8 E 4 ae wees Pye a ‘nde a Ne es ace ee Tet seo, ae a rs oe Oa ie C 4 ae i a RR Se 
; & : fea et Set San oe -7 ce ae. a ee ae cee. ee ee aie aa a Re ms. ae 7“ ae i ’ i 7 
By ; “a oe se eS oe ig lle es 5 ee BO oP Cra ei he Se ee 
a. : , * ps ? ot Bee a e lll " Eee t. i: - ee nf Coke ait Pee ae a —* 
=. : ‘ a e £ ; A Tepe - i Or ks ae =o =, § ; . Ree . ™ we ae eS —— Ps 4 ¥ eS 10 oe a Pom 
: : : ; ‘ . Filan ae : 7 he . aes ah" ree an gece - ae re ay x a" <i 4 ig 
ee -° EE a a , ee . a Gor ee = i eee oF i. eae ; tS : a 5 oes 
pee 7 i ae ea? ee Ne ee ee, A ae a bere ‘ ai : fe ©). je or Oe, oo ee ~ 
: 5 a : A Se i a ra. eT byl aa $ Pg en Be ‘ne com ye eee i. So oe eee ote — fe 
ee —— _  —— ie | “= > ea aie “Suma tee Soa iy eo Sk on rm ag eo — ay | 
a aie if re a. Saar ae oS : an Fy, =f S age Ppa eye er , aod Ape « — ‘ 
a sat — 3 a e 4 e - «if co , yt .. er Sa c ees ee ee oe ig eS, er A : 
CN at ok hg or: Tee ‘ 2 <n an ‘eee a aa yd eee. Poe . a. | 
_—— a i ea A ee Pee’ «2a ' ical whine! mee gee Ng we ee ee ek, ae ae <a - 3 
Re, a ~~ ae iadom ae ee - x i : “a Sane . eek ad tl ee oe Ue Rae Pei: a 
... <Se ’ et PE el Bie hain wana = 7 y - > —_ » Ware =e i . ee oe ae ae oe 
4 aes a ; Tea ee ; ee y - , ; a - \ . by : a a «ll  - eegk er é Ss st 
‘ a eee Se ; ; —. . oo — i ol i ep i a - 
4 = oes “a . Liga 4 % 4h" : — % a eee ae | 2 ate oer ie? an a: 
a — ‘y ay | - | | a i se mo _ 
- “ie o a A : a ie as a age eS / se 
a ee i ” OP if a” aoe ae ie on ¥ — 
aa in ue” “ yh ‘ oe em a “f 
E co : 4“ ie *, ‘< . - : e 2 a er tae = 
o ? . - rs ' : fe : Be “ 9 eee i n - Lay 
a — oS : s 4 So er . a 2 
: 4 a — 5 ; , : ; ee ; : =, ee ; i : ; 
r ae — ¥ 4 i. : ee ys iB ‘ = i : 
sisal sé ae —— Xa J ‘ 7 d _ by wk .7 3 sii 7 ¥ - ANG St, ¥ oo 
ne. ayia i : sae vee. a? ee a a a a a Sa a oe oa 
vy 5 ee ee lee “ eee =: se : i = : ie 4 Sa = ' 
ie “2 i Jee ae "4 _ rd ; ar bi ‘ae, ie re _ 7 F | oe : a? ‘gta: “tea , =e. ae 
as —. an bee bad “ om > 5 be r J aa on . | ie ae oe . ee ee el 
es a OY MERE oa > i 1 See gaa o. 4 a ;  a% ‘ F 4 * 2 . a 2s 3 
| jest a > Shee : se ‘ee sas y > ; aa ee 4 4 
— ae 7) me : A oe a 7 - e eth a E a P _ 
=" - ee a. is ee ice oo ce giteanme | 
ve ra ie ee —— a re ; * Po a aery wee ere Ree ee: os: Cs rs ce 7? abe 2 : 
: ‘esl me : ’ eras me ; Bia i si i bia 2 em one ae — we a a : — - = Oe f 
E a ne , ‘i Te ae, ee — x F 2 ae r ce ae ee or 
# * ae Ss abe is de —_ e 
s fo . a | Re a , on tee Vas See eet ms ts ae : ‘ 
, “ a. Bae ta ee, ie 3 Sah * a re ama f at 7 # vy F ‘ = : i 
: a ; i. SS ian cP —  seelieaele ¢ ; i 
a a ae hs : a i ae 5 Tze % ey : i = 
ie i ; oo — a 
sa 7 be sei ia i . * he, ‘is jae fer: roe ~ 
4 + aa. eae , ' sie sia ateae ata _ ae ; aie ae ¥ a ee ve a 
ae PRR ak El eee ee Mena Re, i. es OT: « 2 oe ee ae ae a ee ee 
mh eer ciate Oo c a ie ie! i 3 Pe (oo es Pte i se . 5 ae ties Paes a ‘ ae. igs : te Pe aerate a ee oe ae 
a ay asa as ea te ae j Po. Eanes g eth ae eae ae 7. ee i Ce a 2 aa A ia egeere wb oe a ae sie: ia ' 
: 1 le SS ia 5 le es _ San Enos ae ss ‘ bet coe a Oe: Re ee i ON ae ee ae e.g aa, = 
1 eee a MS gta tg j Wai he oe 4 Bird ow, 2 : ee ey) a hlUC<“ Ci‘ vw! ee ta Pe. ae Po a a oe _ ] 
sal Ba we ha ie a ae it ede > Sal c ee oe ee ee ee. ee a ee a ys aie. ak 
let ona il _s 7 m3 hee x ys Pet a. ae, ala dh bee oa: Ew a, 4; - kage ae | Ree) : *. +: ll 43 aa ee a an oy z i ph a Py ( 
ee eee ee ae es oes. SS "hae ize, ees, oe ae ap, Sh Se cy a ae 7 i eg ees a Faye a es & 
a be ote 3 ee poe ea Fes. ieee oe ae aes. Vie ate «. a ea me. oe Pk. “hig pes Big - ies: id << Soe oe eee 7 ee toe = hades is. ; a ar —— io { 
Pe a ‘ae 3p ee I ge ee IN oi i ye es! a ae = fe ne Ce |e Be gis Oe ee oe: oe lo ne a 
a ; ° * sa 2 ae le % ‘ . . 
aA — oy mo 
eect: + gaa 
‘ae ah 
* a 2 
ae t 
Te! oe , 
a ‘oe . 
2 is ’ 
i ; 7 
Be a ee v 
eer. ; ¢ ; oe A ea 
4 ‘ a § SS gy Se bet Sy ba ee a i 2 ae 
3 j & 4 2g ene 3 = 
afi : A uke 
pi ; . ts = oo & a ys 
i ee ve 
od ” . 
i ‘ 
— 
Pik ir 
8 
ee i o 
S =e 
~ ae Sere 
core, 
Rig 
: ae 
ae ? 
oe re 
- ce 
, be 
& of 
x ig 4 
i i Pe 
“ = ; ni; 
a ' 
qq . : pu 
ai an 
— pu 
bags ie ve Co 
d of * 
Pa, a . _ 
.. Magazine, are exceeded. Consult ae . 
your advertising agency on how to advance 4 
A. and insure your position in the institu. — ; 
a , seat bans 5) iS. ea res, i eas a i 4 : 
J > oof et ee ~~ os eine Le ae eS Pot, ‘Se _ — - ™ - —" a, 
a Og ae i ee er — ie Weis Pe Sy <7. le baa et tM ee ya > = PR og ee ee er - a ae) a ee eS eee . ae 
. eae ae ew ieee os F ey P oP ewe 8 } < = f uy “ ha oa Se Ae Od Ss oe ee. es Br i D a es, ae a ots a : we / 
| PRISE | he Pn pig OR RD SI 2 MGs 2 ee a fee re ee ay og” * Sep eee ie RE eR ee ae Ra Re, ae SS 
%, y fat a mo oN 1 anaes ‘Se OAS ‘. % ae. 3 oN oi te Me; a am ae 4 i ae, % €. _ Fl Aperen ere Sake Pa Fs es Fee iat, ape eee a ge k 2a * aes "4 3. 
h, iii 1 ae ee a cs I ‘@ ‘ ae Teme! Seria ay 5 F a oy ae eA ee os Wile ZOE Ds : Pe eee ee ae a ae a ee ee 
Hin f : es ee ee 7a Sees 72 "tig s a ee : ae: be Ca f : ee. Bia YS iS glee ve na Ee he Pi xeT tere ie eating GE. . ener ae a ei Pe 7 ay 
ins Sa ss Pie th F Oe Fie PR Tig Sree Cees pe RGD See Cie ee ee oe Bee 
- Re , Wa ot Lie PA “ees is gS oe ro eet ” al tae, f PD oe Fe fo En ee BE , ji 9 Sn ae . a et os ee oe ye Pe ae ee 
, A Fi 7 i¥ > Eat Le ae a ‘> Ape te e <s } > eat ge r 2 ei cy i Be Bowe ney - #e yas i 2 file m4 « Mies! b ie + 
ey 3 a " <e 7 = . 7 Fa whe, i Oe oe, a a;% £ ate a. ag on alee > 8 aga o r mS ® ty es Car = ci att ell 


